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“Mainspring of a chemical producer” . . Olin Mathieson Chemical Corp., Page 65 





“il Ube Mer fom 5 


That’s how mining men describe ENGINEERING AND Mininc J ourNAL. 


Most of the top operating officials in mining today have worked or are working 
far from metropolitan areas both in this country and abroad. These men have 
leegrned to look forward each month to E&MJ for news of other mining areas; 
for news of new equipment, supplies and methods; for mineral price informa- 
tion; and for help in solving operating problems. They like to read it. 


That’s why 140 companies use only the advertising pages of ENGINEERING AND 
MINING JouRNAL to tell these men about their products — how they can help 
them. These 140 companies know that E&MJ has the affection and respect of 
operating officials in widely-scattered mining, milling, smelting and refining 
industry operations and headquarters all over the world. It’s just like a letter 


from home. Gets attention, readership and action. Can help increase sales. 


Important Reminder:.The Engineering and Pe Nee IN AY 
Mining Journal Buying Guidebook and Buying 6 JOURNAL 
Directory Issue, Mid-March, will close on Feb- 

ruary 10th 


@ @ 


A McGraw-Hill Publication 
330 W. 42nd Street, New York 36, N.Y. 
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Greetings at Christmas Gime 


We extend our appreciation and best wishes to 


MORE THAN 11,000 THOMAS REGISTER ADVERTISERS 


and 
MORE THAN 1,600 ADVERTISING AGENCIES 


and to all our subscribers and other friends who have helped us break 
all previous records with our 45th Edition, now on the presses. 
The reason for this unparalleled record is obvious. 


It will pay you fo find out — over 11,000 Advertisers are using... 


@® [HOMAS @ 
REGISTER 


96% PAID CIRCULATION 


Thomas Publishing Company 
461 Eighth Avenue, New York 1 
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Residential 
AIR CONDITIONING PUBLICATION 


Paid Circulation 








rémencau sbuisan, CeLuing the 10000 


Warn +tir- Sheet Metal 
Dealer, provides: 





1. MORE PAID CIRCULATION 

2. MORE EDITORIAL MATERIAL 
3. MORE ADVERTISING 

4. MORE MARKET RESEARCH ... 








Circulation Growth 


-/ ee, , er ; The only 100% Paid Circulation Magazine in the Resi- 
On central nescdential ALN conditioning dential Air Conditioning, Warm Air Heating, and Sheet 


: : Metal Contracting Field. 
than any other publication / 


Advertising Pages 
1500 





EDITORIAL LEADERSHIP! American Artisan years ago played a dominant 
role in fostering the growth of residential automatic heating .. . then, resi- 
denticl winter air conditioning. 


Now, American Artisan is doing the same for summer cooling and year- 





round air conditioning. Subscribers to this field-leading publication are the 
KEY warm air-sheet metal dealers who have proved to be the most successful 
sales outlet for residential air conditioning. 

By educating dealers on the essentials and practical application of resi- 
dential air conditioning, American Artisan's editorial program is laying the 
foundation for successful marketing. 

AT YOUR COMMAND ... As publishers of the two top-ranking publications 
on air conditioning — HEATING, PIPING & AIR CONDITIONING in the indus- 
trial-commercial field and AMERICAN ARTISAN in the residential field — we 
can provide extensive market information. Simply get in touch with our 








nearest office. 


Advertising Growth 


eo « & ON. Michigan, Chicago 
@ Aik CONDITIONING HEADQUARTERS Gf) 


NEW YORK: 1734 Grand Central Terminal CLEVELAND HEIGHTS: 3734 Woodridge Rd. LOS ANGELES: 672 S. LaFayette Park Place 
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Advertising Offices 
CHICAGO 11 
200 E. Illinois St. ¢ DElaware 7-1337 


NEW YORK 17 

480 Lexington Ave. * PLaza 5-0404 
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Simpson-Reilly, Lt. ¢ 703 Market St. * DOuglas 2-4994 
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Single copie 
separately. S 
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ada or Pan-America er for > to all foreign 
countries. Entered as s class 1, 1948, at the post 
office at Chicago, Illinois under the C 1879. Additional 
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In 
Chemical 
Engineering 
Progress 
you dig more 
Chemical ema 
per dollar 








No other 
publication 
serving the 
chemical pro- 
cess industries 
offers you such 
a select no-waste 
engineering 
circulation! 


Chemical 
Engineering 
@ Progress 


Published exclusively for Chemical Engineers 
by American Institute of Chemical Engineers 


25 West 45th Street, New York 36, N. Y. 


Remember... 
the engineer is educated 
to specify and buy! 
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letters 


to the Editor 


@ Address letters to: Industrial Marketing, 200 E. Illinois, Chicago 11 
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Disagrees with idea that ads, 
editorial should be dispersed 


® TO THE EDITOR . . Have just read 
Mr. Brown’s letter in the November 
issue of IM in which he expresses 
the view that advertising should be 
spread among the editorial pages. 

There is 
opinion on this 
among editors (whose adoption of 
this principle naturally is influenced 
by publishers or pressure from the 
advertising departments) but also 


however, diversified 


point, not only 


among readers. 

Mr. Brown that the 
purpose of advertising is negated if 
the only way to get a publication 
read is to jam all the advertising 
into one section. I fully agree with 
him, provided I stress the word only, 
as the text pages must be sufficient- 
informative to 


maintains 


ly interesting and 
stand on their own “feet”! 
I have been editing 
trade journals in the U. S. and in 
Great Britain since 1908, so have a 
pretty good knowledge of reader 
desires, opinions and reactions, and 
I know what advertisers like, too! 
A large proportion of readers like 
to peruse the advertising and edi- 
or one 


successful 


torial sections separately . . 
subject at a time. They don’t like 
to break their train of thought when 
reading one or the other. In fact, 
some of them get so irritated when 
they find that almost every text 
page is next to an advertising page, 
that they deliberately refrain from 
going through the advertising pages, 
unless something of special impor- 
tance catches their eye, or else they 
throw the magazine into the wpb. 


Some readers, however, are quite 
satisfied to have editorial and ad- 
vertising virtually alternating, but 
my experience shows that they are 
in the minority. 

Please look at the format of the 
attached copy of the mid-November 
API issue of The Oil Forum, and 
note how we have adopted a rea- 
sonable compromise. Most of the 
advertising is in the front of the 
book and free from text pages, and 
most of the editorial pages are free 
of advertising. A limited number of 
advertisements intermingle the edi- 
torial pages. 

I don’t agree that advertising has 
to be “forced” upon the reader. If 
it is attractive, it will be seen, and 
if it is informative, it will be read. 
It definitely has a value by itself. 

P.S. I also noted that Mr. Brown 
quoted The Saturday Evening Post, 
but the main body of its editorial 
pages is completely free from ad- 
vertising pages. No advertising be- 
tween the opening article, or story, 
and the Campbell Soup page. 

T. ORCHARD LISLE 

Editorial Director, The Oil 

Forum, Fort Worth. 

[For more opinion on 
page 140. . Ed.] 


this, see 


Here’‘s way to sell industrial 
advertising to the public 
® TO THE EDITOR . . Last week was 
Business-Education Week in Tulsa, 
when 150 business firms .. manu- 
facturers, suppliers, wholesalers, fi- 
nancial institutions, retailers . . had 
Continued on page 8 
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MAGAZINE SERVES ALL 
BUYING INFLUENCES 
OF ALL RAILROADS! 
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WHICH NO SURVEY CAN 


ODERN . DISTORT PROVE THAT 
AILROADS MORE ADVERTISERS HAVE f 
MORE ‘'CONFIDENCE’’ IN ON 
RAILWAY PUBLICATION 
MODERN RAILROADS 
LOOK ar tne THAN IN ANY OTHER. 


RECORD 
ster=6H-MONTHEIOBS4 1., NINE MONTHs 1954 
AVERAGE NUMBER ADVERTISING PAGES—PER ISSUE 


MODERN RAILROADS 


: RAILWAY PURCHASES & STORES #14)112 
eines RY. LOCOMOTIVES & CARS-#2-|71 
po ay RY. TRACK & STRUCTURES 67|57 issue by issue in MODERN RAIL. 
, 42 raed qulilection. A aac 


VEST MORE DOLLARS* ISSUE BY 


ODERN RY. SIG. & COMM, #3 42 SUE THAN CIN aN TI 


OTHER RAILROAD PUBLICATIONS 


AILR AD ‘ *At the lowest rate per 1,000! 
” fe) 5 PHONE: STate 2-4121 MODERN RAM $l 





ADS IS BIG ("Life’-size); 
201 N. WELLS STREET, CHICAGO 6, ILLINOIS Beautiful (More pictures, 4-color covers); 
44) LEXINGTON AVE, NEW YORK © 459 THE ARCADE, CLEVELAND © 423 FIRST TRUST BLDG, PASADENA = PPOWERFUL!(Ask any advertiser—or use it 
and find out for yourself!) 








“Why, ‘the advertising 


manager asked, “does 
Product Engineering 
have an impact on 
design engineers these 


other magazines 





can’t seem to match?” 


In a field where all other magazines are given away, Product Engineering’s 55% growth 
in paid circulation during the past four years leads naturally to the oft-asked question: 
“How come?” And the answer, as hundreds of advertising men know, 

lies right in this magazine’s wide-ranging, sharply informative pages. 


Name your subject...and if it is one of importance to better product design, 
you will be as favorably impressed as Product Engineering’s 28,000 subscribers 
with this magazine’s coverage of it. The design of machinery and equipment 
calls for wide, diverse knowledge in 10 major areas of engineering. 

Product Engineering reports the significant developments in all 10 so promptly 
and completely that design engineers, in ever-increasing numbers, say: 


“If we really want to know what’s new in our business, 


we've got to read Product Engineering.” 
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Having said this they act. And in return for their insistent, cash-on-the-line demand, 
Product Engineering provides them with over 1,900 exclusive, terse, 

practical editorial pages a year, including an Annual HANDBOOK of Product Design 
which delivers in one issue more long-useful ideas and facts 

than some design publications offer in a full year. 


Currently, over 850 advertisers are sure Product Engineering’s editorial impact 

on an ever-growing audience of paid subscribers creates unmatched advertising values. 

In the past 12 months, Product Engineering carried over 1,000 more advertising pages 

than any other design publication. And if you sell to the $28-billion Original Equipment Market, 
this magazine will build sales for you, at lowest cost, all during 1955. 


“Because, the media director said, “design 


engineers just can't get as much product- 


design know-how from any other paper.” 


THE MEN 

WHO DESIGN 
AMERICA'S 
NEW PRODUCTS 
READ 


> @ 


The McGraw-Hill Magazine of Design Engineering 
McGraw-Hill Building, New York 36 


lies BNO —s 
tigen 98 HO 





In the 


Fleet Field... 
consider ade F 


1. Industry News Publications 
2. Feature Article Publications 
3. Product News Publications 


The editorial “niche” of the national fleet 
publications breaks down into the above 
three classifications. It will pay you to 


investigate all three. 
Fleet publications, like any other publica- 
tions, cannot be everything to all people. 
There is only ONE product news publica- 
tion in the fleet field: 


ee oe econ 


= Meet ant Pee Aang ww 
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In This tssue = Transportation 
Supply News 


—_ 


| 


Aiteaaturs 


Largest Coverage 
of any 
FLEET PUBLICATION 


io Pte) 0] @) 


STARTING JANUARY 1955 


Before you schedule ads in the fleet 
publications: 

a. Weigh reader-action, reader interest 
Compare actual copies of publications 
Study ad positions and ad display 
Analyze and compare market coverage 
Check ad rates and cost per thousand 


Act on sales impact, back sales force 


Write for copies of recent issues, together with 
current rate card. Also write for the following 
helpful sales aids: 

@ Market Pointers — Case Histories 

@ Market Prospects for 1955 

@ 25 Ways to Advertise to Fleets 

@ Fleet Publication Coverage Chart 


Transportation 
1 Supply News 


Founded 1945 
Emil G: Stanley, Founder and Publisher 
22 W. MADISON ST., CHICAGO 2, ILL. 
FRanklin 2-7450 
Offices in: New York *% Detroit * Cleveland 
Pasadena *& San Francisco %& Tulsa & Atlanta 
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letters e e begins on p. 4 


some 2,000 teachers from public 
the University of Tulsa, 
parochial schools, etc., visit their 
places of business. They were given 
personally conducted tours of es- 
tablishments; methods of designing, 
processing and manufacturing prod- 
ucts, as well as policies of serving 
the public, were explained. 

Among this group, the Gibbons 
Advertising Agency, Inc., 
tained a group of teachers in art, 
English, news writing and publicity 
classes. The agency also arranged 
to have the teachers taken through 
the Floyd Gates commercial art 
studio, Tulsa Litho plant and the 
Southwestern Engraving Company 
plant. 


schools, 


enter- 


We volunteered to participate in 


Care and Feeding of Customers. . 


elling how to take care of Fulton’s product, 
Booklet tells users how 
to take care of the product 
® TO THE EDITOR . 
a firm believer in the often quoted 
adage: 
worth a pound of cure.” This sage 
advice was first given by T. C. 
Halliburton, in 1843, and we feel it 
is applicable to business today. 
Believing that our customers are 
interested in the application of this 
advice to their business as well, we 


. Our company is 


“an ounce of prevention is 


Business-Education Week, because 
of the importance of advertising in 
business and industry. There is no 
object in making a product if you 
can’t sell it, and you can’t sell it on 
a mass production basis without the 
aid of advertising. 

Since it is just as important to 
know the basic fundamentals and 
mechanics of advertising as in other 
phases of business, we thought it 
would be a contribution to Business- 
Education Week to have some of 
the teachers visit our agency and 
sources of supply. 

You may feel that this is a good 
other and 
chambers of commerce, advertising 
clubs, ete. 


idea _ for communities 


J. BURR GIBBONS 
President, Gibbons Advertis- 
ing Agency, Tulsa, Okla. 


Booklet helps build customer confidence by 
multiwall paper bags, in storage, handling. 
have prepared the above booklet. 
It outiines a series of helpful tips 
concerning the care and storage of 
one of our products.. Fulton Multi- 
wall Paper Bags. By following these 
tips, we feel that valuable time and 
unnecessary expense can be saved 
by users. 
CHARLES J. BLOOM 

Advertising Director, Fulton 

Bag & Cotton Mills, New Or- 

leans, La. 


Continued on page 12 





MARKET DATA ON THE 
OIL REFINING INDUSTRY 


SUBJECT: Refining Processes 

















Familiar, everyday items like gasoline, kerosene, 
ethane, butane and naphtha are the end products of 
modern refinery processes. Crude oil, boiled in a 
still, is vaporized, passed through condensing pipes, 
and the various fractions are delivered to the nu- 
merous process units which make up the refinery 
manufacturing plant. 


WHAT IS A REFINING PROCESS? 


A process is a blueprint for an operation . . . the 
starting point, the plan for action, in all refining, 
petrochemical and natural gasoline operations. These 
operations include distillation, cracking, isomeriza- 
tion, alkylation, polymerization, extraction . . . each 
with individual process peculiarities. Constant modi- 
fications are taking place and new processes are 
being introduced. Only by diligent exchange of 
information through technical industry publications 
can refining men familiarize themselves with latest 
process information. 


SCOPE OF THE MARKET 


Growth, History. Mushrooming post-war expan- 
sion of the oil re fining industry has been one of the 
most amazing stories in our industrial history. U. S. 
crude runs to stills (an accurate index) have 
increased almost 50% in the last nine years, now 
averaging 7.000,000 barrels daily. About half of all 
organic chemicals made in the U. S. today are based 
on petroleum. There’s no letup in the progress being 
made with petrochemicals, the booming offspring of 
the refining industry. Technical and engineering 
science are utilized to the highest degree, as Ameri- 
can inventive genius discovers new by-products and 
creates new markets for them. 

Location. Distribution of U. S. refining capacity 
by areas: (1) Texas-Louisiana Gulf Coast, 31.1%, 
(2) Middle West, 18.2%; (3) Atlantic Seaboard, 
17.9%: (4) Ww est Coast, 15.5%; (5) Mid-Continent 
Area, 13.7%; (6) Rocky Mountain Area, 3.6%. 





Ayecialized PETROLEUM 








Principal foreign oil refining areas are Canada, 
South America. Europe, Middle East, Far East, Africa 
and Australia. 


EQUIPMENT USED 


Hundreds of kinds of equipment and supplies are 
needed in refinery operations. Because of 24-hour 
operation, high temperatures, pressures and corro- 
sion, equipment is constantly wearing out. Con- 
tinuous replacement and maintenance is necessary. 
New equipment is always being bought as extra 
process units are added, or as old ones are being 
expanded. Here’s a partial list of key equipment 
classifications: 

Boilers Instruments and Control 

Buildings Apparatus 

Compressors Insulation 

Concrete Maintenance Equipment 

Condensers Piping 

Coolers Pumps 

Drums Reaction Equipment 

Electrical Equipment Special Equipment 

Fittings Structural Steel 

Foundations Tanks 

Furnaces Tools, All Kinds 

Heaters Towers 

Heat Exchangers Valves 


ANNUAL EXPENDITURES 


The Refining-Petrochemical-Natural Gasoline In- 
dustry represents a $1 billion annual market. More 
than $700,000 per day is spent for replacement and 
maintenance alone. Average yearly expenditures on 
pumps are $46 million; on insulation $34 million; 
on piping and fittings, $133 million; and so on. 


SALES APPROACH TO THIS MARKET 

In a typical refinery, 34 or more men have buying 
influence. Reaching these men (beyond the barred 
gates and armed guards) requires considerable pre- 
selling. Learn how to do this most efficiently and 
economically by writing for the Petroleum Refiner 
1955 Data Book, an extensive study of the buying 
influences made among Petroleum Refiner’s 15,000 
paid subscribers in the Refining, Natural Gasoline 
and Petrochemical Industries. 


Ask for your personal copy of PETROLEUM REFINER’s Hefining 
Industry Buying Practices today, on your company letterhead. 
Copies are limited, so send your request immediately to any 

of the Gulf offices listed below. 


FIRST Choice of OCrtlmen.... 


GULF PUBLISHING COMPANY 


. «+. for the REFINING. 
NATURAL GASOLINE. 
PETROCHEMICAL INDUSTRY ds 


Publications 


Houston (6), 3301 Buffalo Drive, LY nchburg 4301 
New York (17), 250 Park Avenue, El Dorado 5-4012 


Chicago (4), 332 S. Mich. Ave., Wabash 2-9330 
Cleveland (15), 1010 Euclid Ave., Main 1-2550 


Tulsa (3), Hunt Building, 3-1844 


Los Angeles, W. W. Wilson Bldg., Huntington Park, Jefferson 1219 


Saji 92U010j9y jDLYSMpUy ANE, 404 


(sessa20sd) 
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......because each plant reader is a 
personally identified buying influence! 


Ask your own salesmen! They know that the titles of the men 
who influence buying in industry differ widely from plant 
to plant. There is no uniformity. 


This difficulty has been solved under the Conover-Mast 
Franchise Circulation Method. A staff of 1,645 sales engi- 
neers make repeated plant calls on the worthwhile plants in 
every trading area of the U.S. While selling.industrial equip- 
ment, machinery and other products, they select only proven 
buying influences to receive paid copies of MILL & FACTORY. 


This sales-contact principle, unlike ordinary subscription can- 
vassing, assures you that MILL & FAcTory reaches the key 
executives your salesmen must see to sell your products. Only 
MILL & Factory eliminates the waste of advertising to people 
with no authority to buy. 


(or — 


co Mills Factory 


ao. ’ ia 5 
e o> 


A CONOVER-MAST PUBLICATION * 205 E. 42nd ST., NEW YORK 17, 


& 


oe cS 


fs 








eye-opener 


tonew markets?! 





Get little-known 
facts on 


HOW TO CREATE MORE SALES 
IN AMERICA’S BIGGEST BUSINESS 


DO YOU SELL office machines, 


building materials, insurance, or 
farm equipment? Are you handling 
real estate, promoting an industrial 


site, or seeking new investors? 


Point is: WHATEVER YOU'RE 
SELLING OR PROMOTING, “The 
Banking Story” may open an un- 
tapped market for direct sales. Too, it 
may help enlist for you the support 
of today’s most influential audience 
—the nation’s bankers. 


Here’s the factual, straight-to-the- 
point market and media analysis of 
the $200 billion banking industry. 


Write for your free copy 
of “The Banking Story” today 


BANKING 


Journal of the American Bankers Association 
12 East 36 Street 33 South Clark Street 
New York 16, N.Y. Chicago 3, Illinois 
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letters... 


Who are the ‘mystery men’? 
® TO THE EDITOR . . I suppose that 
by this time you have received 
many letters regarding the “Mystery 
Men” in the photograph on page 44 
(IM, Sept.) and that all of them 
have been identified by now. 

In case they have not, I will try 
to help you out on two names. The 
number one man is H. W. Gerlach, 
Horton-Noyes Co., Providence. The 
fourth man is W. P. Meigs of the 
same agency. 

R. A. REED 

Assistant Publicity Manager, 

Norton Co., Worcester, Mass. 


Handbook for company 
reporters pulls inquiries 

® TO THE EDITOR . . In a short 
time after the August issue of IN- 
DUSTRIAL MARKETING came out, we 
received more than 75 requests 
for the text of our “Correspond- 
Handbook.” These 
came directly from those who read 
the article written by Bob Newcomb 
and Marg Sammons. More seem to 
be coming every day. 


ent’s requests 


Would you please send me ten 
copies of the August issue and bill 
us? 

PHILLIP A. URION 

Editor, “Moonbeams,” Procter 

& Gamble Co., Cincinnati. 

[Others wishing a copy of “Cor- 
respondent's Handbook” can obtain 
one by writing to Mr. Urion at 
Procter & Gamble Co., M. A. & R. 
Bldg., Cincinnati 17. . . Ed.] 


Agrees with management heads 
who oppose free enterprise ads 
® TO THE EDITOR . . I read with in- 
terest your Top Management Forum 
in the October issue: Can American 
industry sell the free-enterprise 
system to the American people? 

The views expressed were varied 
and interesting and I would like to 
line myself up with those who be- 
lieve it a waste of time for industry 
to worry about promoting free en- 
terprise. The trouble is, as I see it, 
that the term means one thing to 
one man, and something entirely 
different to another. 

The thing that really raises my 
blood pressure is a company presi- 
dent suggesting that the ‘American 


Way, ‘Free Enterprise, and 
‘American Industry’ mean the same 
thing. That’s the same as a labor 
leader thinking that the American 
way started when the first union 
was founded. 

We're all part of the American 
Way and without one single little 
segment of our country, we just 
wouldn't be America. It’s not in- 
dustry, it’s not the farmers, and it’s 
not labor, it’s all of us together that 
make America. How much easier 
would life in America be if every 
segment believed it was here be- 
cause of America and not the other 
way around. 

I saw a thing in a magazine the 
other day which went like this: 
. every 
business is a citizen of its commu- 
nity and the nation.” It’s now tacked 


“No business is an island . 


on my office wall for all to see. 
EMORY J. ANDERSON 
Publicity, Wooster Products 
Inc., Wooster, Ohio. 


Tax article interests readers 
® TO THE EDITOR .. We found the 
article headlined “New Tax Law 
Promises Greater Capital Invest- 
ment, Expansion” (IM, September) 
very interesting. We would like to 
obtain 100 reprints of the article. . 
and bill us. 
DAVID R. HARVEY 
Advertising Dept., LeTour- 
neau-Westinghouse, Peoria, 
Ill. 


Can engineers write technical 
articles for today’s readers? 

® TO THE EDITOR May I take 
friendly issue with Bob Aitchison’s 
advice to the advertising manager 
whose question on technical pub- 
licity is discussed on pages 60-62 of 
your September issue? 

Since this public relations firm’s 
technical publicity staff has pre- 
pared hundreds of technical arti- 
cles for a number of clients, we are 
thoroughly familiar with the prob- 
lem of collaboration with a compa- 
ny’s technical personnel. 

Both the question and the answer 
are based on a highly questionable 
assumption: That the average tech- 
nical man is capable of writing a 
manuscript suitable for publication. 
The advertising manager notes that 
one of the four manuscripts received 

Continued on page 18 
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Industrial — Commercial 
AIR CONDITIONING PUBLICATION 


HP&AC REACHES MORE engineers and con- 
; Only Fully Paid tractors in industrial-commercial air conditioning than 
(ABC) Circulation in the Field 


any other paper. 


HP&AC CARRIES MORE advertising on indus- 


trial-commercial air conditioning than any other paper. 


FIRST Publication in the Air Condi- 
tioning Field 
HP&AC RUNS MORE editorial pages on indus- 


trial-commercial air conditioning than any other paper. 


FIRST to Include “Air Conditioning” 
in its Title 


FIRST 


HP&AC DOES MORE market research . . . has 


FIRST to Recognize the Potentials of 
more information on industrial-commercial air condition- 


Air Conditioning 
ing than any other paper. 


Paid Circulation Advertising Pages 











In every way... by every 
standard — Heating, Piping & 
Air Conditioning has paralleled 
the growth of the field it serves. 











At your command ... As 
publishers of the two top-rank- 








ing publications on air condition- 
ing—HEATING, PIPING & AIR 
CONDITIONING in the indus- 
trial-commercial field and AMER- 
ICAN ARTISAN in the residen- 
tial field — we are prepared to 
furnish specific market informa- 





Circulation Growth 


HEATING, PIPING & AIR CONDITIONING has 
more subscribers among those who specify, sell, 
install and service air conditioning in the in- 
dustrial-commercial field than any other 
publication. 


NEW YORK: 1734 Grand Central Terminal 





tion to cover particular advertis- 
ing and sales problems. Simply 
get in touch with our nearest 
office. 








Advertising Growth 


HEATING, PIPING & AIR CONDITIONING con- 
sistently carries more advertising on more prod- 
ucts from more manvfacturers and placed by 
more agencies than any other air conditioning 
publication. 


eee 6 N. a Chicago 
AIR CONDITIONING HEADQUARTERS 


CLEVELAND HEIGHTS: 3734 Woodridge Rd. 


LOS ANGELES: 672 S. LaFayette Park Place 
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| WOVEMBER 15, 1954 Stockholders Are People .. 
j 


LALLY ARE 


TALL 


One of Five Simmons-Boordman Roilway Publicotions 





Piecrro Mots 


Retread Poin, Tate: « Bq Serde Movies Heip Fight Lou ond Damege 
Mow CTC Speeds Tratms on Grades 
Bhectrice! then Tetk Rodrooding Povsenger Detect — & Sevions Throot 


ACTUAL TOTAL PAGES 
—NOT AVERAGES — 
ARE PROOF OF LEADERSHIP 





Advertising Pages First Nine Months 1954 


j 
* RAILWAY AGE 


MODERN RAILROADS 


The four Simmons- Boardman 
railway publications 
en 7 a 0 ood Se er ae ORES combined carried, in the 
first nine months of 1954, a 
total of 3,170 advertising 
pages — emphasizing 
advertisers’ acce ptance of 
Lae emer OMOTIVES & CARS ie spreenusees Serve 
which group publishing 
makes possible. 





“Specialized technical monthly 
PONIEVES 2 TRACK & STRUCTURES publications in which only 


those products useful to 
their specialized railway 
fields are advertised. 


SINILWAY SIGNALING & COMMUNICATIONS 
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RAILWAY AGE 


THE RECOGNIZED AUTHORITY 
ON RAILWAY MATTERS 


...1IN advertising volume 


Advertisers buy with confidence because RAILWAY AGE is first in paid 
audited circulation, first in editorial authority, first in reader confidence. 


The usefulness of RAtLway AGE to all railway 
men who have managerial and supervisory re- 
sponsibilities is the reason why it carries more 
ad pages, gets results for advertisers. 

RaiLway AGE stands pre-eminent in adver- 
tising because it is the industry’s authoritative 
weekly magazine that covers the whole field 
of important railway developments while the 
news is hot. 

It gives an unmatched entree at decision- 
making levels because it devotes full attention 
to the major problems of railroading — traffic 
development, legislation, labor relations, 
finance, and related subjects . . . a field that no 
other railway publication attempts to cover 
thoroughly. 

It reports and interprets the current facts 
and detailed statistics of railway operations; 
maintains a continuous public relations activ- 
ity in behalf of railway progress; reports news. 

RAILWAY AGE publishes hundreds of pages 
of information annually on departmental sub- 


jects . . . cars, locomotives, communications, 
accounting, and so forth. 

Recognized as the authority on railway mat- 
ters, it interprets events and developments... . 
alerts the industry to significant trends. It 
takes the lead editorially as witnessed by its 
recent series on (1) the freight rate situation, 
(2) the need for adequate freight car pur- 
chases, (3) the development of ‘“‘piggyback”’ 
service. 

The railway industry gets the news first in 
Raitway AGE—as only a weekly is equipped 
to provide. 

RaiLway AGE is able to render this compre- 
hensive, balanced editorial service because it 
is geared to do the job. It invests more dollars 
in editorial service than any other railway 
publication. Staffed by 27 specialists, it is able 
to cover every facet of railway transportation. 
That’s why Rartway AGE is and continues to 
be the Number One advertising medium of 
the railway industry. 
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SO SHALL YE REAP 


... and in giant Metalworking only one magazine offers so much 
useful, purposeful information that it attracts the largest all-paid 
circulation in the history of this giant industry. 


With this basic fact as a sound reason, more than 900 suppliers of 
the products used and bought by Metalworking are again this year 
investing more advertising pages and dollars in American Ma- 
chinist than in any other metalworking magazine. And as you 
finalize your 1955 advertising plans, this you can also be sure of: 


When you concentrate your advertising in American Machinist, 
you concentrate it where Metalworking’s production engineers and 
executives focus their readership. When you concentrate on selling 
metalworking production, you concentrate where this industry’s 
buying power is very largely concentrated. And when you sell your 
products to metalworking production through the pages of Ameri- 
can Machinist, you do so at the lowest cost-per-thousand sub- 
scribers of any metalworking publication. 


The most readership at the lowest cost is a winning combination. 
Make sure that concentrated advertising in American Machinist 
wins a bigger metalworking market for you in 1955. For all the 
reasons why it will, send today for your copy of “The Metalwork- 
ing Market”... 54 pages of helpful facts and figures. 


American > 
Machinist Fo. os 


. 
7... biggest industry 

ae, / 
if THE McGRAW-HILL MAGAZINE OF METALWORKING PRODUCTION 
i McGRAW-HILL BUILDING, NEW YORK 36 

PUBLISHED EVERY OTHER MONDAY 

MEMBER OF THE AUDIT BUREAU OF CIRCULATIONS 

AND ASSOCIATED BUSINESS PUBLICATIONS 
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A Short Course 


in Big Business... 


yours for it. asking 


Market and Media Data 


on the 15 billion Dollar 


MEAT PACKING 


and ALLIED INDUSTRIES Just released! 


Data right up-to-date 
for 1955 Planning 


here’s why this industry 
is important to you! 


@ It is a basic and stable industry. 


Sounsnpey pagpy pee Genpeg ray — eleq Moy PE LEW 


t 





@ Meat Packing and Allied Industries can use your product or serv- 
ice. It uses almost any product or service used by any ordinary 
industry plus many highly profitable specialty items. 

Uses tremendous quantities of many expendable items; employs 
most capital equipment to the limit of its productive capacity; 
creates frequent resale possibilities. 
Orders on a volume basis—you get more profits per unit sale, 
more sales per contact. 
Is easily developed—through NATIONAL PROVISIONER. The 
PROVISIONER is the only magazine servicing this industry ex- 
clusively for more than 60 years. Voluntary paid subscriptions go 
into plants doing 97% of the entire industry buying (established 
by independent survey). 
The PROVISIONER is truly an established necessity in the Meat 
Packing & Allied Industries. Without special inducements, paid 
subscriptions have been renewed over 80% for years (currently 
85.32%). 

Write NOW! Investigate your sales possibilities and bow the PRO- 


VISIONER can help you get these sales! Ask for your copy of Market 
and Media Data—Meat Packing and Allied Industries. 


PUBLISHED ANNUALLY—The Guide is a valuable adjunct to 
MEAT your regular high impact promotion schedule . . . the perfect spot 
for your detailed catalog-type advertising. The GUIDE is the in- 
PACKERS dustry's only reference and buying aid. Two sections—Reference 
and Data . . . and Buyers Guide Sections—enabling you to tailor 
GUIDE your advertising to suit the buyers specific information needs. 
Regularly used by 99.2% of the industry. 


THE ATIONAL @ 


Medi 


Leading Publication in the Meat Packing and Allied Industries Since 189) 
15 WEST HURON STREET * CHICAGO 10 


18 / industrial Marketing 





letters .. 


from his technical staff “wasn’t suit- 
able for publication.” The surprise 
is that 75% were suitable. Mr. 
Aitchison proposes discussing “in- 
teresting ... leads ... attention 
getting pictures and interesting cap- 
tions.” How to be an editor in one 
easy lesson! 

Because the chemist, engineer or 
other technical man does not have 
the time to prepare a_ finished 
manuscript, even assuming the rare 
ability to write it, the most he can 
be expected to contribute is the 
data. Technical writers in the ad- 
vertising or public relations depart- 
ment or the service organization are 
essential to the conduct of a con- 
tinuing program of this kind. 

The martini-steak routine sug- 
gested by Mr. Aitchison is not a 
bad technique for getting the tech- 
nical man to sit still long enough 
to discuss the matter and define the 
information required. Few technical 
executives will consider this or the 
nominal payment suggested as a 
sufficient incentive to burn mid- 
night oil on a writing assignment. 

The anonymous advertising man- 
ager indicated a quota of 60 techni- 
cal articles for the year. That is an 
ambitious program which might 
well call for scraping the bottom of 
the source barrel in any company 
and, at the very least, would call 
for the services of two or three 
technical writers. 

Even so, the cost would be less 
than if the value of the time of the 
technical executives were computed. 
Furthermore, the man-hours con- 
sumed in the writing will be less if 
experienced writers do the job. 

What is most important . . as the 
advertising manager points out 
the job will not be done if the tech- 
nicians are relied upon to do the 
writing. Technical know-how and 
development are the life-blood of 
many companies and technical pub- 
licity is one of the best means of 
indicating a company’s competence 
in these fields. It should not be re- 
garded as the left-handed job of 
those with other important respon- 
sibilities. 

ROBERT NATHANS 

President, Opinion Builders, 

Inc., New York. e 




















amily portrait of the 


best sellers 


in the nonmetallic minerals and concrete industries 

















Use these specialized 
publications to spark 
your 1955 Advertising 
program 


@ toa Gan 








PIT AND QUARRY— Published Monthly 


Serving the big nonmetallic minerals industry —whose 
annual output exceeds the combined tonnage of coal 
and all the metals—PIT AND QUARRY reaches every 
segment of the field and every type of operation. 
Producer circulation, now at an all-time high, offers 
advertisers the most complete coverage of individuals 
constituting the buying power among producers in this 
big basic industry. Aggressive editorial leadership 
for 38 years has promoted the sale of equipment by 
stimulating an interest in more efficient methods and 
machinery. This is why PIT AND QUARRY remains 
unchallenged as the most effective advertising medium 
in the field. 


CONCRETE MANUFACTURER— 
Published Monthly 


Devoted to the administration and production aspects of 
the commercial concrete industry—which furnishes the 
nation’s single most important building material— 
CONCRETE MANUFACTURER is distributed to firms pro- 
ducing concrete masonry, precast units, concrete pipe 
and ready-mix concrete. Since many aggregates 
producers also operate concrete plants, copies of 
CONCRETE MANUFACTURER are also bound into PIT 
AND QUARRY each month to serve their needs. 




















PIT AND QUARRY HANDBOOK 

and PREFILED CATALOG— 

Published Annually 

The only technical reference work published for the 
nonmetallic minerals industry, this unique volume has 
hundreds of pages of text covering such aspects of 
plant operation as mineral recovery, mineral prepara- 
tion, materials handling and storage, power trans- 
mission, plant design, maintenance, and allied enter- 
prises. The HANDBOOK also includes a comprehensive 
Directory of plants and personnel in the pit and quarry 
industry. Highly popular as the standard reference 
among producers, PIT AND QUARRY HANDBOOK 
provides a choice medium for prefiling your advertising 
catalogs. These are placed throughout the text close to 
related reading matter. 


CONCRETE INDUSTRIES YEARBOOK — 
Published Annually 

The only one of its kind, this combination textbook and 
catalog provides concrete manufacturers with basic 
information on methods and practices in the production 
of concrete block, pipe, other precast units, and ready- 
mix concrete, giving advice on plant design, operations, 
marketing and other facets of the business. 


Write for further particulars and advertising rates 


PIT AND QUARRY PUBLICATIONS, Inc. 


431 South Dearborn St. 


Chicago 5, Ill. 





AMERICA’S 
BIGGEST 
BUSINESS 
ADVERTISING 

MEDIUM* 


* Newsweek has the 
greatest circulation 
(1,000,000 ) 
of any magazine 
whose major volume 
of linage is 
business and industrial. 
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Yours on request—the widely-discussed Newsweek 


CASE-HISTORY REPORT 
on problems faced in 





Companies included in this survey: 


Allen-Bradley Company Milwaukee & Suburban Transport Corp. 
Allis-Chalmers Mfg. Co. Milwaukee Braves 
Bucyrus-Erie Company Milwaukee Gas Light Company 
Chain Belt Company L. J. Mueller Furnace Co. 
City of Milwaukee Northwestern Mutual Life Insurance Co. 
First Wisconsin National Bank Outboard Marine and Mfg. Co. 
General Electric Company Joseph Schlitz Brewing Co. 
X-Ray Division Hotel Schroeder 
Globe Union, Inc. Schuster’s Department Stores 
Harnischfeger Corporation A. 0. Smith Corporation 
Heil Company Smith Engineering Works 
Kearney and Trecker Corp. Square D Company 
Koehring Company Stearns Magnetic, Inc. 
Line Material Company Wisconsin Bridge and Iron Co. 
Marquette University 








In this era of many more managers, of more widely shared purchasing 
responsibility and greater management decentralization . . . salesmen to 
industry face great new problems. 


What are these problems? What can management do to help? 


Sales and advertising managers—who have seen Newsweek’s 
recent depth-study on specific major purchases by 28 
Milwaukee companies—say it offers the kind of help management 
needs today to do a more informed selling job. 


For, viewed through the eyes of both buyers and sellers, these cases add up 
to a thoroughly documented and authoritative picture of the gaps 

which must be bridged by today’s advertising and selling to industry. 

The findings are now available to your company in two forms: 


1 « A 93-page report detailing America’s industrial growth 
changes and the 28 buying-selling case histories. 


pa A strip-film dramatizing the findings of this most penetrating study. 


Phone or write your nearest Newsweek office 
to see this most penetrating study — 


NEW YORK 
152 West 42nd Street 
Bryant 9-6700 


Charles Kinsolving, Mgr. 


BOSTON 

Statler Building 
Liberty 2-0021 
William Wolf, Mgr. 


BUFFALO 

814 Liberty Bank Bidg. 
Mohawk 2038 

Edwin Hughes, Mgr. 


CHICAGO 

360 N. Michigan Avenue 
State 2-4104 

Howard Dodge, Mer. 


CLEVELAND 

1341 Terminal Tower 
Main 1-6917 

Baylis McKee, Mer. 


DETROIT 

610 Stephenson Bldg. 
Trinity 2-1661 

Hoyt Metzger, Mer. 


LOS ANGELES 

6399 Wilshire Bivd 
Webster 8-5119 
Robert Campbell, Mgr. 


PHILADELPHIA 

1528 Walnut Street 
Pennypacker 5-1388 
Gordon Hargraves, Mgr. 


PITTSBURGH 

2318-A Grant Bldg. 
Atlantic 1-8289 
Robert Saalfield, Mgr. 


ST. LOUIS 

Shell Building 
Central 1-4525 
Frank DeVine, Mgr. 


SAN FRANCISCO 

155 Montgomery Street 
Yukon 2-2645 

Nicholas Loundagin, Mgr. 
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when 
Union City 

buys a 

tractor 


... the story cuts costs 
for thousands of 
public works engineers 


I. wasn't just a tractor and a **Pulvi- 
mixer’ that Union City, Tennessee, 
bought but trucks, spreaders, 
graders, rollers, everything to cut 
costs in street construction by using 
its own equipment. PUBLIC WORKS 
reported the story . . . with street by 
street breakdowns of all costs . . . for 
municipalities that want facts about 
cost-saving with labor-saving machin- 
ery. PW does the same job of helping 
to meet the budget on snow and ice 
control, municipal waste disposal, 
water works, every public works job 
.. . giving engineers reliable cost data 
to help them do better work. 


PW gives the engineers specialized 
help with their constant and changing 
problems . . . help not available in 
any other magazine. That’s why PW 
is read more and used more by the 
engineers . . . and why figures show 
that advertising in PW pulls better. 


more pull 


A paint manufacturer* says: 
“PW tops the list in inquiries 
.. . quality excellent’’ 


-| Public 
Works 


Most useful engineering 
magazine for cities 
counties and states 

310 East 45th St., 

New York 17, N.Y. 
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from Washington 





Ike urges industry to tighten 


sales data security, foil reds 


By Stanley E. Cohen 


® TOP INTELLIGENCE OFFICIALS re- 
cently warned President Eisenhower 
that a tremendous amount of valu- 
able information reaches unfriendly 
nations through sales and engineer- 
ing data distributed by U/S. firms. 
This 


seemingly innocent. But in the hands 


material is unclassified and 
of intelligence experts and _ techni- 
cians it may reveal new information 
latest U.S. 
methods, and the latest additions to 
the U.S. industrial economy. 
President Eisenhower personally 
has asked the Department of Com- 
merce to work with business in an 
effort 
sent abroad unnecessarily. To ac- 
complish this, an Office of Strategic 
established 


about the 


production 


to curb the amount of data 


been 
Honaman, 


Information has 
Karl 
on loan from his post as director of 


under R. who is 
publications for Bell Laboratories. 
Mr. Honaman is Room 
7862 Commerce Department Build- 


located in 
ing, and he is ready to help any 


firm evaluate its publications to 


screen out to the greatest degree 


possible information which would 


help an enemy 
‘55 Looks Good .. Economists 
seem to have cast aside their usual 
restraint, and declared their firm 
confidence that 1955 will be as good 
as or better than 1954. 
Construction, which has 
backbone of the postwar prosperity, 
anticipates a particularly promising 
year, with total expenditures likely 


been a 


to be up 7% over this year’s record 
$37 billion. 

The additional expansion in con- 
struction activity will be in residen- 
tial housing, commercial and public 
construction. New nonferrous metal, 
chemical, steel and food processing 
plant expansion should keep in- 
dustrial construction near the 1954 
level, and the utility field will fea- 


ture increased activity in the pe- 
troleum pipeline construction and 


electric power plant categories. 


Stage Set for Prosperity . . 
Chief reason economists are so re- 
laxed these days is that they are 
relieved to find definite signs that 
the economy has turned upwards, 
from the recession that set in after 
the end of the Korean War. 

It is axiomatic that 
11,000,000 new jobs must be created 


here about 
during the next 10 years to support 
a growing labor 
18 months, the 
dead center, and little progress was 


force. For about 
economy was on 


made toward the 10-year expansion 
goal. 
Now, 


pears to have worked its way out 


however, the country ap- 


of the recession, and there are in- 
dications that the stage is set for 
orderly expansion and_ prosperity. 

Enthusiasts, like Under Secretary 
of Commerce Walter Williams, are 
saying that the developments of the 
past 100 years are “relatively in- 
significant” compared with what lies 


ahead. Mr. Williams 


power is coming faster than most 


says atomic 
people believe, and that atomic pow- 
er, together with advances in elec- 
tronics will bring vast changes to 
the American economy. 


What About Postal Rates? .. 


Democrats who will control the 
House next year have issued notice 
that they will not go along with any 
proposals to increase the present 3c 
rate on first class mail. At the same 
time they have put a federal pay 
increase bill, including 
the Post Office Department’s 500,- 
000 workers, near the top of the 
must list for legislation during the 


raises for 


new session of Congress. 
While the Democrats 
taken a 


have not 
opposition to 
supplementary 


position in 
rate increases for 
mail services, such as_publisher’s 


ntinued on page 24 
























200 
MILLION 
OF ’EM 


Working night & day <in the Diesel Industry 
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54 diesel companies have manufactured 11 million Write Diesel Publications, Inc., 192 Lexington Avenue, 
engines currently in use — Their annual fuel bill is New York 16, N. Y. 
1% billion dollars. For: 1. Replacement market study. 


600,000 diesels are completely overhauled each year 2. 5 year study of engine pro- fliesel f ower 
making a parts and service bill of 540 million dollars. duction broken down by 


If your product is designed for the engine manufac- industry and average h. p. 
turer or the engine user and maintenance man, it —including 1955 production 
should be advertised in a diesel magazine. You will forecast. 

find DIESEL POWER read in every industry where 


diesels are used. diesel power 





Nuevas Técnicas 


Construccion (ise 








CONSTRUCCION is speci- 
fically edited to the require- 
ments of men who plan, 
design, and execute the 
construction jobs of Latin 
America—the civil engineers 

. the architects . . . the 
contractors . . . the public- 
works officials. 


CONSTRUCCION repre- 
sents a market of more than 
$150 millions a year to U.S. 
manufacturers selling in La- 
tin America. Its readers con- 
stitute a selective audience. 


CONSTRUCCION is the 
magazine of Latin American 
construction—a vital part of 
this industry! 


of Wad Zur 
i A McGRAW-HILL @: 
INTERNATIONAL PUBLICATION 


O.West 42nd St.. New York 36,N_ 1 
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Washington .. 
| begins on p. 22 


second class, and third class, their 
opposition to a long-overdue in- 
| crease for first class means _ that 
| Postmaster General Arthur Sum- 
merfield will be heading deeper into 
the red. Mr. Summerfield has whit- 
tled the postal deficit down from 
nearly $700,000,000 to about $400,- 
| 000,000. But the postal pay bill will 
add $150,000,000 to $200,000,000 to 
his costs. He cannot offset this un- 
| less he induces Congress to go along 
on a 4c rate on out of town letters. 
An End to Red Tape .. Mail 
users had hardly stopped cheering 
the new, simplified Postal Manual 
issued by the Post Office Depart- 
ment in October, when Department 
officials announced that a revised 
and even better edition had been 
sent to the printer for distribution 
in early December. 

The manual wipes away postal 
red tape which accumulated since 
the days of Benjamin Franklin, and 
summarizes in 268 pages rules and 
procedures which were formerly 
spread through than 4,000 
pages in four separate reference vol- 
umes. The Oc- 
tober, with a cover, 
was merely a tentative draft dis- 
tributed fo the convenience of mail 
users. The newer edition, designed 
for use in a loose-leaf binder, reflects 
further simplifications suggested by 
mail users who registered their re- 
actions to the original version. 

The manual is available from the 
Superintendent of Documents, Gov- 

' ernment Printing Office, Washing- 
ton 25, D.C., for 65c. Post Office 
Department also is offering, for 
$1.35, a looseleaf edition, which in- 
cludes a subscription to amendments 
made during the year. 


more 
version issued in 


green paper 


New Top Man in Army .. The 
key job in the newly reorganized 
Department of the Army is Deputy 
Chief of Staff for Logistics. The man 
who holds this job will have full 
| authority over all the production 
| and distribution operations which 
| supply the men in the field. The on- 
| ly other comparable post is the 
| Deputy Chief for Tactics and Opera- 
tions. That’s the office that trains 


the troops and fights the battles. 

Chief reason the Deputy Chief 
for Logistics is coming to the front 
is that new military doctrine as- 
sumes that the days of massive 
operations .. like the D-Day in- 
vasion of Europe . . are past. Since 
warfare of the future will involve 
small groups of soldiers holding 
immense firepower, victory depends 
increasingly on industrial organi- 
zation to develop and produce ef- 
fective weapons and transportation 
equipment. Something like $5 billion 
currently now goes into all phases 
of developmental work alone. 


U. S. Goes to Foreign Fairs . . 
A program calling for government- 
industry participation in some 30 
foreign trade fairs during the com- 
ing year got underway early in 
December with more than 100 U.S. 
companies joining the government in 
a “Fruits of Freedom” exhibit oc- 
cupying 62,090 square feet near the 
entrance to the Bankok Constitu- 
tional Fair. Later the exhibits are 
to be moved to Karachi, and prob- 
ably Tokyo, New Delhi and Ran- 
goon. 

The trade fair program has been 
getting special attention from Com- 
merce Secretary Sinclair Weeks 
following reports that the U.S. has 
been badly overshadowed by elab- 
orate displays erected at trade fairs 
by Iron Curtain countries. The 
latest expert to make his services 
available to the government, and 
the U.S. firms cooperating in the 
project is Dan D. Canfield, former 
president of Exhibit Producers and 
Designers Association, and Indus- 
trial Displays Inc., New York, who 
has reported in as a consultant with 
the New York Field Office of the 
Department of Commerce. 

Trade Fairs which have been as- 
sured of U.S. participation in 1955 
include Pakistan International In- 
dustries Fair, Karachi, March 5- 
April 10; the Frankfurt International 
Spring Fair, March 6-10; The Milan 
International Sample Fair, April 
12-28; Lyons International Trade 
Fair, April 24-May 3; Brussels In- 
ternational Trade Fair, April 24- 
May 9; Paris International Trade 
Fair, May 14-30; Tokyo Interna- 
tional Trade Fair, May 5-18; and 
Barcelona International Sample 
Fair, June 1-20. ® 
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For further information see Standard Rate and Data (Consumer Edition) or call your local telephone business office @) 
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TAKE FOR INSTANCE... 


rola | 


Left: Process-water treatment chemicals and equipment, $5,456,000 annually; 


wall and floor tile, $7,985,000; lighting fixtures and lamps, $8,269,000. Right: Tanks, $14,543,000 a 
year; switches, starters, relays, $6,703,000; paint, $8,692,000. How about your product? Just ask us. 


...and they can put wind in your sales 


A chili-sauce packer named Myers 
Is one of the oddest of buyers: 

To speed label drying, 

He thought nothing of buying 
A half-dozen lady’s hair dryers! 


Yes, to keep wet labels from shifting on jars 
during case-packing, one big canner really 
dries them with a battery of hair dryers. 


Naturally! In spending 20 billion dollars a 
year, food plants buy almost everything. 
Probably your product. For they are manu- 
facturers. They buy what all manufacturers 
buy. They buy more than most. (See photos.) 


And food’s no ordinary industrial market! 
It must grow. People must eat. To feed 
nearly 3 million more mouths each year, 


food manufacturers buy more each year. 


If you sell to industry, part of this steady 
spending goes for your product. Perhaps we 
have figures to prove this. Ask us. Of course, 
you'll get a pitch, too... simple, easy to re- 
member: FOOD ENGINEERING carries far 
more advertising than other industry-wide 
magazines... because it has the most sub- 
scribers... because it wins every industry- 
wide readership poll ... because many 
advertisers who want inquiries say FE 
pulls best. 


Look into the food-plant market now —its 
size, enormous; its growth, inevitable. And 
to sell it, use FooD ENGINEERING— read by 
the men who buy the products to run the 
plants that feed the world. 


food’s hot ... one of your 


hottest industrial markets 


D> @ 


A McGRAW-HILL PUBLICATION, 330 WEST 42ND STREET, NEW YORK 36, N. Y. 


READ BY THE MEN WHO BUY THE PRODUCTS TO RUN THE PLANTS THAT FEED THE WORLD 
Plants producing Baked Goods ¢ Beer, Wine * Milk, Milk P sducts © Meat, Fish, Poultry * Processed Fruits, Vegetables * Grain Products * Confections * Sugar © Soft Drinks © and all other Processed Foods 
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A review, by business paper editors, of industry conditions 





35,000 


COPIES EVERY MONTH 





Distribution 


is HIGH 


Rates are tow 


6-TIME RATE: $100 
12-TIME RATE: $ 90 


If you have a product which 
doesn’t justify a large advertising 
expenditure, yet should be brought 
to the attention of oil industry 
equipment buyers, OIL and GAS 
EQUIPMENT is your answer! 
Six insertions of a 1/9th unit 
costs just $600 total, and gives 
over 200,000 reader impressions. 
Twelve insertions costs $1,080 and 
gives over 400,000 reader impres- 
sions. Isn't this the solution to 
your problem? 


Forms close 30 days prior to date 
of issue. 


Equipment 


The Magazine of 
PETROCHANICS 


FOR 
DRILLING 
PRODUCING 
FIELD PROCESSING 
PIPELINE 
REFINING 
PETROCHEMICALS 


Published Monthly by 


THE PETROLEUM PUBLISHING CO. 
211 S. Cheyenne @ Box 1260 
Tulsa, Oklahoma 
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that may influence industrial marketing procedures. 


Predict possible record year 


for forest industries in 1955 


By W. E. Crosby, The Lumberman; Edgar P. Hoener, The Timberman; O. L. Miller, Na- 
tional Hardwood Magazine; J. F. Burrell, The Wood-Worker and Veneers & Plywood; 
J. F. Koellisch, Wood & Wood Products: E. McDaniel, Wood Working Digest, and Jack 


Wright, Canada Lumberman. 


™ THE FOREST INDUSTRIES may well 
hope for a record year in 1955. Note 
I say forest industries, not lumber 
industry. The forest industries to- 
day include not only logging and 
sawmilling, but also plywood and 
veneers, hard and soft boards, shin- 
gles and boxes, sash, doors and 
other manufactured products. The 
vast logging activities required to 
produce wood for the pulp industry 
also are included. And so are the 
many plants now producing chemi- 
cals and other products from the 
great basic raw material, the tree, 
which is a renewable natural re- 
source. 

Homebuilding in 1954 reached a 
new high with well over a million 
starts. There is every reason to be- 
lieve that there will be more home- 
building in 1955 than in 1954 and 
that there will be continued large 
scale building on the farms, in in- 
dustry and by local, state and fed- 
eral governmental agencies. 

The forest industries have pros- 
pered in 1954 in all areas, West, 
South, Lake States, Northeast and 
Atlantic Coast. 

High costs are stimulating instal- 
lation of labor saving machinery 
and equipment, in logging camps as 
well as in mills. 

There will be tremendous road 
building activity in 1955 and 1956 
particularily in forested areas 
owned by the U. S. Forest Service. 
The Forest Service alone has a tim- 
ber access road building program 
calling for the expenditure of some 
$24,000,000 for the fiscal year ending 
June 30, 1956. It is estimated pri- 
vate owners spend as much on road 
building as does the Forest Service. 
All this spells a tremendous demand 


for road building machinery and 
equipment. 

Most significant indication of con- 
tinued prosperity for the forest in- 
dustries is found in the recent Stan- 
ford Research Institute report for 
the Weyerhaeuser Timber Co. This 
report forecasts increased demand 
in every branch of the forest indus- 
tries during the next 20 years. 

Significantly due to a well defined 
and active nationwide tree growing 
program, the growth and consump- 
tion of timber for the United States 
as a whole are now practically in 
balance. So there is an assured sup- 
ply of trees to meet the increased 
demands for the manufactured 
products. . . W. E. CROSBY, editor, The 
Lumberman, Seattle, Wash. 


The Next Twenty Years .. What 
are the probable demands for all 
timber products in the United States 
during the next 20 years? What 
volume of wood will probably have 
to be delivered to the mills to meet 
these demands? 

Facts relative to these two im- 
portant questions have been com- 
piled in a 400-page report made by 
Stanford Research Institute as a re- 
sult of a study sponsored by Weyer- 
haeuser Timber Co., Tacoma, Wash. 
This is one of the important analy- 
ses relating to the timber products 
industry made to date and is avail- 
able to the entire industry. 

A summary of the major conclu- 
sions indicates that expanding mar- 
kets lie ahead. The industry must 
guard against pricing itself out of 
the market; be prepared to keep 
pace in product development; de- 
vise more effective merchandising 
methods and intensify promotional 

Continued on page 32 





make use of the design publication 
that was DESIGNED 
to help sell 


in a competitive market 


Product designers are busier than ever keeping ahead of their compe- 

tition, which makes it more important than ever that they keep up 

with new developments in the Original Equipment Market. More news 

to keep up with. . . less time to do it in. These are conditions that make AVERAGE NUMBER 
PD&D more important than ever, for PD&D was designed as a news OF INQUIRIES 
service to save readers’ time. For instance: PER MONTH 


WIDE RANGE of editorial coverage on new and improved components 
and materials; progress reports on practical use of recent develop- 
ments; engineering laboratory equipment; new literature. 


QUICK IDENTIFICATION of the product, service, or literature described. 
CONDENSED ITEMS on what’s new, how it works, where to get it—in- 7,500 - 


cluding name of individual and telephone number, when available. = =|-l = N 


CONDENSED ADS Standard 1/9th and 2/9th page sizes put emphasis Reader response, measured by the average number of in- 


. P uiries received per month—5.39 per inquirer. In 1954 so 
on facts. Makes it easier for the reader to find what he wants. te inquiries are at the rate of 329,830 per year. 


READER-SERVICE CARDS help design engineers get additional information. — 





AVERAGE NUMBER 
TABLOID STYLE for fast reading. OF AD UNITS 


PER MONTH 











evidence that this works 


Each month 5,000 men in the design field send in 28,000 requests to 

PD&D for additional information. 57% of these refer to advertisements 

—tangible evidence of advertising readership. ‘48 
Since PD&D was founded in 1946, avery issue has shown advertising 

gains over the corresponding issue of the year before. “4 

i x 

if you want to #|2/§ = 


NIN 
Reach more men in the design field; reach them more economically; Advertising volume, measured by the average number of 
one-ninth ad units per month. In 1954 so far, units are at 


get more response from them—PD&D can help you. the rate of 4,518 per year. 


Sq 









































to help you... pp&D’s Market & Media Facts includes data 
prepared in accordance with N.I.A.A. recommended form: 
Market, Circulation, Readership, Editorial, Rates and Specifi- 
cations, Current data. Send for your copy. 


data in brief... circulation, BPA, 33,447 individually ad- 
dressed copies; cost, flat rate of $200 per 1/9 page unit. Sold 
only in 1/9 and 2/$ units to protect readers and advertisers. 
Advertisers can buy as many separate units as they need. 


Product Design & Development News 


Sid numbbrs inditata- ine 4 hein eee PUBLISHED BY FRANKLIN H. JOHNSON, INC. 
ed numbers indicate inquiries received from typica : 
spread. Note that ads frequently outpull editorial items 216 E. 49th St., New York 17, N. Y. * Phone: MUrray Hill 8-3493 


representatives: 
New England, Cleveland, Detroit, Chicago, San Francisco, Los Angeles 
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TO GET THAT NAME 


| The key to 5,869 — 
Te deors in the West 
| Nerth Contra! market, 





> Ph, 


CONSTRUCTION | 





The key to 9,005 
doors in the East 
North Central market, 
with circulation in 


a Ohio, Indiana and 
Hlinois. 


4,332 doors in New 
| England—Maine, 
_ New 


| Opens 12,012 doors 
"=| in the Mid-Atlantic 
| in New York, Penn- 
| sylvania, New Jer- 


sey, Delaware and 
Maryland. 


‘The key to the 6,137 
i doors in Arizona, 





ON THE DOTTED LINE... 


@ Sure, your national advertising sells equipment and ma- 
terials, but only at the local levei can you tell a man where 
to buy! 

Your local level advertising media in the $40-plus billion 
construction market are your Associated Construction Pub- 
lications. These publications are full of the vital bid news 
that tells your customers what their next job will be... and 
where to get machines, supplies, materials and services to 
do the work. 

The first step in planning your complete advertising plan 
is your “point-of-sale” program in your Associated Con- 
struction Publications—your keys to the doors of 82,968 


“When we moved into this territory, we were 

unfamiliar with supply and equipment com- 

panies in the area. With the help of our ACP 

magazine, we were able to get the location of 
these dealers." 

Walter Cotier 

Allied Company 

General Contractors 


buyers in the construction industry! 


When we anticipate the purchase of new 
equipment, we find the advertising in our ACP 
book of considerable help. It's number one on 
our reading list, since it's about local folks and 
supplies valuable information.’ 

Ivan Bolander 
Carl Bolander & Sons Co. 


General Contractors 


“We read with interest all of your editorials and 
bid news. We have maintained a complete file 
of our ACP publication as an accurate ref- 
erence of sources of supply.'' 

E. S. Pulley 


Bressi & Bevanda Constructors, Inc. 
General Contractors 





“Your book is an excellent source of informa- 
tion on the construction industry, jobs, new 
equipment and people. Your ads keep me 
posted on new developments and new appli- 
cations." 

Samuel! Kraus 


Samuel Kraus Company 
General Contractors 


CONSTRUCTION NEWS MONTHLY 


Opens 7,100 doors 


“It is not only the construction and job news 

that interests us. We also iook over the ads 

very closely to keep abreast of new develop- 

ments. These ads have helped us to decide on 
what and where to buy."' 

L. B. Krause 

> Kramp Construction Co. 

Contractors & Builders 


“Besides the wonderful coverage of jobs, 
conventions arid bids, we find great interest in 
the advertisements in your book. We use them 
continuously in our decisions on where to buy 
equipment, materials and supplies.'' 


L. A. Davidson 


General Contractor 


in the Arkansas, East- 
ern Missouri, Lovisi- 


ana, Oklahema, 
Mississippi end 


West- 
ern Tennessee mar- 


Opens 6,735 con- 
struction doors in 


XD) 


The key to 5,694 
Alabame, 


4 
Urine C) deorsinthe 


\ 


Florida, Georgia, 
Caroline and 
Eastern Tennessee 


The key to 4,171 


doorsintherich Texas, | 


construction market. 





The key to 3,694 


_ doors in the active 


Michigan construc- 
tion market. 


TELL YOU... 





with KLEEN-STIK 
Say It With KLEEN-STIK! 


Special selling messages —( thristmas 
greetings, f’rinstance—take on an 
extra-special flair when they’re de- 
signed around the marvelous self- 
stickin’ qualities of KLEEN-STIK. 
This miracle moistureless adhesive 
makes possible ‘“‘out-of-this-world”’ 
P.O.P. applications! Just let your 
imagination go, and maybe you can 
come up with an idea like these: 


Spinning 
Santa... 


Santa Claus is ‘‘in a whirl’? on this 
tricky mobile, carrying good will for 
SIMMONS-SISLER CO., St. Louis 
printer and lithographer. To make 
it useful as well as decorative, 
FRANCIS A. HILLIKER added a 
KLEEN-STIK tag bearing this 


clever poem: 


Hang me on your Christmas tree, 
Or from your chandelier. 

Stick me to your mantle, 

I'll bring a note of cheer. 

Hang me in your doorway, 

I’ll make it bright and gay. 

Put me anywhere at all, 

But don’t throw me away! 


Holiday 
“Wine 
SELLER’‘ 


4 
® 


Sales don’t grow on trees for PETRI 
WINE CO., San Francisco—but 
their 1954 Holiday message does! 
Ad Director E. HUGH SMITH really 
“went the limit”? on this unique 
die-cut tree with its gleaming 
acetate dangler. Strips of handy 
KLEEN-STIK “D°’ TAPE, applied 
right in the printer’s plant, make 
it simple to peel °n press onto any 
flat surface in the retail store. A 
big hand for VELVETONE CO. and 
BOB BURGAN for a flashy produc- 


tion job! . 


Christmas time or any time— 
KLEEN-STIK makes a festive oc- 
casion out of every P.O.P. job! 
Extra selling “punch” for window 
streamers, shelf edgers, die-cut 
signs, bumper strips, and dozens of 
other selling helps, is KLEEN- 
STIK’s “gift” to you, thru your 
regular printer or lithographer. See 
him right away . . . and write away 
for our free ‘‘Idea-of-the-Month”’ 
service —right away! 


KLEEN-STIK PRODUCTS, INC. 


225 North Michigan Avenue « Chicago 1, Ill. 
Pioneers in pressure sensitives for Advertising and Labeling 
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activities. 

Expansion of the country’s econ- 
omy will result in more activity 
in all types of construction (both 
heavy and light), home _ building, 
shipping containers and manufac- 
turing. These will offer major mar- 
kets for timber products. 

Timber products . 
and plywood . . are expected to take 
90° of the total wood requirements, 
including all sizes and grades, and 
95°) of the sawlog-size wood. 

One of the fundamental problems 
of the nation’s lumber industry is 


. lumber, pulp 


the cost of producing sawlogs. By 
1975, the forecast indicates that pro- 
duction costs will probably increase 
gradually with the resulting lumber 
prices rising in the relative position 
to competing materials. 

Through more intensive timber 
management and accompanying im- 
proved forest practices the drain on 
forests will be reduced so available 
timber supplies will stretch much 
further than seemed possible. 

Ample evidence is presented 
showing opportunity for increased 
United States lumber production 
and imports. Competition is not es- 
sentially one against the other but 
lies within available supply and 
costs as related to competitive in- 
dustries. 

Lumber prices, although expected 
to increase more slowly during the 
next 20 years, will probably con- 
tinue moving upward. 

Domestic production of lumber 
will increase only moderately. 

Major increases in production are 
predicted for many timber products. 
Paper and paperboard products are 
estimated to reach 52.9 million tons 
by 1975; plywood to climb to 9 
billion square feet (%s-inch basis), 
and hardboard to reach 3 billion 
square feet (4%-inch basis). 

This report stimulates these chal- 
lenges to the industry: To devise 
means of constantly increasing 
plant efficiency; to improve product 
quality and the ease of use; to find 
more diversified applications of the 
basic product. It will test the im- 
agination and creative ability of 
equipment manufacturers to keep 
pace through design and engineer- 
ing of new and better machinery 


and equipment. . . EDGAR P. HOENER, 
publisher, The Timberman, Port- 
land, Ore. 


Woodworking Future Good . . 
With the national incorne and hous- 
ing construction remaining at high 
peaks, 1955 should be as good or 
better than 1954 for the wood- 
working industry. Public purchas- 
ing power naturally holds the key 
to any “great expectations” our 
industry may harbor; a continued 
boom in the light-construction field 
would help unlock the financial 
gateway to greater heights of hard- 
wood usage by the nation’s wood- 
workers. 

More new homes mean more 
furniture, more flooring, more ar- 
chitectural woodworking all of 
which, of course, would be reflected 
throughout the hardwood trade 
world, from sawmill to consumer. 

Over the past 18 months the fur- 
niture industry has passed through 
the post-Korean adjustment period. 
Inventories had to be brought under 
control both at the manufacturers’ 
and retailers’ levels. This adjust- 
ment was taken in stride, and the 
hardwood furniture industry is now 
ready to keep pace with an ever- 
increasing demand which has kept 
factories generally operating on a 
full schedule since the June, 1954, 
markets. The present backlog of 
orders would indicate continued 
steady production projected into 
1955. Exciting new hues and fin- 
ishes, particularly in the lacquer 
category, have been developed and 
have received splendid market ac- 
ceptance. These new trends, in ad- 
dition to those in styling, coupled 
with strong sales promotion should 
raise the over-all furniture manu- 
facturing totals to a 10% production 
jump next year. 

Hardwood flooring should also 
make steady gains during 1955. 
During the first nine months of 1954 
the nation’s oak flooring manufac- 
turers topped the 800,000,000 board 
feet mark, a new record. More 
amazing, the past year’s totals were 
10% higher than 1953, while housing 
starts in the same three-quarters 
period were only 5% higher. 

Architectural woodwork, veneer, 
and plywood manufacturing totals 
are a component part of the hard- 
wood industry which will reap gains 

Continued on page 33 

















ST. LOUIS 





Who Selects Products Like Yours 
In Industrial Markets Like This ? 











INSIDE | ST. LOUIS 











COMPANY 


American Car & Foundry Co. 
American Fixture & Mfg. Co. 
Carter Carburetor Corp., The 
Century Electric Co. 

Curtis Manufacturing Co. 
Emerson Elect.ic Mfg. Co., The 
Hussmann Aircraft Co. 
Hussmann Refrigerator Co. 
Jackes-Evans Manufacturing Co. 
Knapp-Monarch Co. 

Lincoln Engineering Co. 
Magic Chef, Inc. 

McDonnell Aircraft Corp. 
Measuregraph Co., The 
Owens-Illinois Glass Co. 
Ramsey Corp. 

Sterling Aluminum Products, Inc. 
Sunnen Products Co. 

United States Defense Corp. 
Universal Match Corp., The 
Wagner Electric Corp. 
White-Rodgers Electric Co. 


 tomme) a 
EMPLOYEES 
(see key 
at bottom) 


DEWrONOwormaeinqdnwnrorvwrow 


INDUSTRY EVERYWHERE 


How You Can Profit by Helping Tool 
Engineers Solve Production Problems 


200 years ago the only industry in St. Louis worthy of the 
name was fur trading. 


From this small beginning sprang the foremost city of the 
Mississippi Valley, ranking ninth of all U.S. cities in 
manufacturing. Today, its diversified products range from 
jet airplanes to barber’s supplies. 


Inside St. Louis—typical of the nation’s industrial centers 
—the men responsible for planning and specifying the 
manufacturing processes for production are tool engineers. 
Their specialized knowledge of manufacturing equipment 
enables them to determine how and by what process a 
product can be most economically manufactured. That’s why 
tool engineers are the men you must reach and influence 
to get your product specified. 


How to put your finger on Tool Engineers 


The one most effective way to tell tool engineers how your 
product will cut costs, increase output, or improve product 
quality is through the pages of their own magazine, THE 
TOOL ENGINEER. This is the one magazine written and 
edited especially to help them solve their creative technical 
problems. 


This is also why the advertising pages in THE TOOL 
ENGINEER are of vital interest to tool engineers—because 
they tell the men who specify all that’s new about the many 
varied products they are called upon to select every day. 


Shouldn't they know how your product can help them? 
Here is an example of the number of tool engineers in typical 
St. Louis plants: 


 eommela 
TOOL 
ENGINEERS 


END PRODUCT 


Railway passenger and freight cars, grey iron foundry 
Chrome furniture, store display fixtures, mannequins 

Motor vehicle parts 

Electric motors and generators 

Machinery-compressors, saws, cranes, refrigeration equipment 
Electrical appliances and motors, aircraft turrets and equipment 
Air frame assemblies 

Commercial refr'gerators 

Stove pipe, wood and gas heaters 

Electrical appliances, aersol insecticides, charging bulbs 
Lubricating equipment and fittings 

Commercia! and domestic ranges and heaters 

Military aircraft and helicopters 

Cloth measuring machines, tools, dies, screw machine products 
Glass containers, glass making machinery 

Piston rings and parts 

Aluminum alloy castings and pistons 

Precision honing equipment, automotive maintenance tools 
Small arms ammunition 

Paper book matches 

Electric motors and transformers, hydraulic and air brakes 
Controls for heating, refrigeration and air conditioning 


KEY: A—Over 4,000; B—1,000 to 3,999; C—500 to 999; D—100 to 499 





Publication of the 
American Society 
of Tool Engineers 
ASTE Building, 
10700 Puritan Ave. 
Detroit 38, Mich. 
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made by the other facets of the 
woodworking field. 

All in all, we believe 1955 will 
be a year of steady production, and 
the many aspects of the hardwood 
industry are geared for their role 
in “better business in ’55”!. . . 0. L. 
MILLER, publisher, National Hard- 
wood Magazine, Memphis, Tenn. 


Wood Remains Vital . . With wood 
constituting one of the few replace- 
able resources of this or any nation, 
its future remains a vital factor in HEATING anp VENTILATING 
national economy. In recent years changes its name to 

wood has been hurt by the inroads 
of new competitive materials, but 


the wood products industry . . one Air ConpITIONING 


of the oldest trades in existence . . 


is meeting the challenge. He ATING AND VENTIL ATING 


Add to this the 1954 record con- 
struction boom, and we have a com- 
bination of factors that paints a For over fifty years HEATING AND VENTILATING 


bright picture for wood in 1955. has covered Air Conditioning developments. Its 
This ; toulariv . ith new name has been chosen to reflect the grow- 
is is particularly a point wit ing importance of this phase of the industry. 


the business barometer indicating THE INDUSTRIAL PRESS, PUBLISHERS 
continuation of peak construction 148 Lafayette Street, New York 13, N. Y. 
through 1955. Furniture, woodwork, 
paneling, cabinet work, flooring, 
siding, trim and structural members 

. all the pertinent details handled 
with wood . . should be produced 
at increasingly higher levels. Furni- 
ture itself suffered an early 1954 
slump due to recession fears, but 
the industry is now perking ur to 
normal. Largely it still faces the 
benefits of peak _ construction 
awards, for its benefits do not come 
until after completion of construc- 
tion. Plywood . . one of the struc- 
turally-strongest forms of wood . . 
is momentarily hurt by heavy im- 
ports. 


Wood's progress . . highlighted a 
few years back with appearance of 
adhesives stronger than wood all WANT TO KNOW 


. is now sharply advancing along 58 wat 
ania WHAT SERVICES !2=: 


principles of mass 


Chemistry has stepped in to accom- ARE OFFERED 


plish miracles, completely altering 


the characteristics of wood fiber. “i / 
On the whole, for 1955. . it looks BY LEADING = DIRECTORY NUMBER 
[Ste | | 


good for wood! .. J. F. BURRELL, BUSINESS 
Worker and Veneers & Plywood, ? le e ° 
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Effective with the issue of January 1955 





general manager-editor, The Wood- 
Indianapolis. 
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CHARLESTON 


JACKSONVILLE 


PHILADELPHIA 


Fritz Hirschfeld 


Power Show Guide _py a3 


EUROPEAN EDITOR APPOINTED 


Fritz Hirschfeld, for the past several years on the editorial staff at 
home office of INDUSTRY AND POWER PUBLICATIONS, sails 
at the end of December to take up his new duties as European Editor 
for the company’s two publications INDUSTRY AND POWER and 
CONSULTING ENGINEER. He will base at Zurich, Switzerland, 
but his work will involve visiting plants and reporting on techno- 
logical developments throughout all of Western Europe. 


Early in 1955, departments on European technology written by 
Editor Hirschfeld, suited to the varying interests of the two fields, 
will start to appear in each issue of both publications. He will also 
write feature articles on outstanding installations and developments 
of special interest to readers in the United States. 


In addition, Hirschfeld will handle confidential technical investiga- 
tions for advertisers in both magazines, some of whom have already 
arranged special assignments for him. 


Experienced Engineer 


Fritz Hirschfeld is a competent engineer with a background of engi- 
neering experience in the United States, South America and Euro- 
pean countries. He holds the degree of B. Sc. in Mechanical Engi- 
neering from the Polytechnic Institute of Brooklyn. Hirschfeld 
speaks and writes several languages fluently. 


Engineer, linguist, technical journalist, Editor Hirschfeld talks the 
language of engineers and is experienced in getting maximum tech- 
nical information in plant visits and interviews. He is also a clever 
photographer and his European duties will include taking photo- 
graphs to illustrate his material. 


consulting engineer 





with TECHNICAL INFORMATION 


Readers of INDUSTRY AND POWER will be given first-hand informa- 
tion on industrial practice and methods used in Europe. Many important de- 
velopments in basic machinery and equipment have come in the past from 
Europe. While some European operating methods do not apply to industrial 
procedures acceptable in the United States, many others do. INDUSTRY 
AND POWER readers will be able to judge, from reports on equipment and 
methods, which are of special interest to their plants and which are not. Edi- 
tor Hirschfeld’s background of experience in the United States will enable 
him to recognize what will be of highest probable value to readers in this 
country. 


Readers of CONSULTING ENGINEER are constantly on the lookout for 

new ideas. They are the idea men on whom industry calls. For many years 

Europe has been recognized as the source of much original invention, and 

the United States as the great center of production. A simple illustration 

is the automobile which was invented in Europe but made broadly available 

by the genius of American production. The same is true of Diesel engines, 

prestressed concrete, and high-temperature forced-flow water heating. This 

relationship is likely to hold true in the future. Not being so tied to mass 

production, European inventors are freer to branch out into unexplored 

fields. Readers of CONSULTING ENGINEER are interested in these ideas, DINBURGH 
they want to know what is being developed on a unit basis in Europe today 

which may lead to future mass-produced products in this country within 

a few years. 

CONSULTING ENGINEER readers are also themselves great travelers, 

many of them taking on large projects in all parts of the world. They want DUBLIN ;, esens 
to know about local conditions they will face on foreign projects, and they 

want to know what other American engineers are doing abroad. 


Service to ADVERTISERS Hirschfeld will be available for special confi- 
dential assignments on behalf of advertisers. In numerous discussions with 
manufacturing and engineering organizations in this country, he has already 
discovered great interest in the services he will offer, and some large well- 
known organizations have arranged to have him do special investigative 
work for them. 


Hailed as "PROGRESSIVE MOVE" 

Decision to appoint a European Editor has brought forth considerable favor- 
able comment. For example, the president of a large well-known organization 
writes: “I think this is an excellent idea and should create many opportuni- 
ties for American firms to become closer allied to developments in the engi- 
neering field in Europe in a much more healthy manner than has been pos- 
sible in the past.” 

A high official of a big engineering firm says: “The services contemplated 
for Mr. Hirschfeld in Europe would appear to be of inestimable value to pro- 
fessional groups who are now engaged abroad and the others who aspire to 
participate in similar activity.” 


ZURICH 


MADRID 


Industry and Power Publications 


INDUSTRY AND POWER e¢ CONSULTING ENGINEER 
420 MAIN STREET ST. JOSEPH, MICHIGAN 


Sales Offices — New York, Philadelphia, Cleveland, Chicago, Los Angeles 
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begins on p. 2 


Furniture Orders Increase . . 
A cross section of the nation’s me- 
dium-sized manufacturers indicates 
that 1955 will see a continuation of 
the upturn in business which we are 
now experiencing. Higher sales as 
well as increased production will be 
part of this picture. Fears of re- 
cession are being replaced by bright 
forecasts. Four factors enter into 
this over-all picture: homebuilding, 
industrial output, a drop in unem- 
ployment and the fact that retail 
sales are up. 

Furniture production increased 
substantially during the late sum- 
mer and fall and is expected to con- 
tinue if the winter markets are 
anywhere nearly as successful as 
the fall markets. New orders stepped 
up materially. 

Of much concern to the wood- 
working industry is the problem of 
competitive materials. House con- 
struction, toy manufacture, boat 
building and furniture production, 
as well as other wood products, 
have suffered great loss because of 
inroads made by competitve mate- 
rials. There are many excuses of- 
fered for this. Most tangible solu- 
tion suggests that better promotion 
of “lumber as lumber” will solve 
some of the problems. Secondly, 
criticism of unreliability in furnish- 
ing wood materials and at the right 
price must be successfully over- 
come. . . E. MCDANIEL, editor, Wood 
Working Digest, Wheaton, II. 


Integration for Efficiency . . 
Continued high construction vol- 
ume has helped to make 1954 a good 
year for the wood industry and 
promises to sustain high production 
in 1955. Not only in the lumber 
manufacturing segment of the in- 
dustry does this outlook pertain, but 
it also applies to furniture, millwork 
and prefabricated house production. 

Greater emphasis is being given 
to integration as the necessity for 
more finished product manufacture 
at or closer to the site of raw mate- 
rial production point to a new effi- 
ciency and economy. 

New log debarking and chipping 
machines are winning a ready ac- 


ceptance among lumber manufactur- 
ers as the need for greater utilization 
of sawmill residues grows. 

More emphasis is being given to 
conveyorization everywhere in the 
industry to increase economy in pro- 
duction. 

Many new developments in gluing 
and gluing machinery, in finishes 
and finishing equipment, in com- 
binations of wood with other mate- 
rials, in the utilization of hard- 
board, in seasoning and treating 
wood, in materials handling, in 
packaging fine wood products 
and many interesting new wood 
products themselves . . are helping 
to separate the men from the boys 
as the vast, highly diversified wood 
industry meets the challenge of the 
times: to produce better quality 
products of wood at lower cost to 
the consumer. . . J. F. KOELLISCH, 
editor, Wood & Wood Products, Chi- 


cago. 


Canadian Exports High . . The 
Canadian lumber industry expects 
another good year in 1955. Opera- 
tions should continue at the present 
tempo with an annual cut approach- 
ing seven billion fbm. Key to the 
industry’s continuing prosperity lies 
in its export markets, which absorb 
almost half of the annual lumber 
production. 

Trends within the lumber industry 
point to more intensive mechaniza- 
tion of logging operations with in- 
creasing emphasis on sustained yield 
forestry practices. Over one-quarter 
of Canada’s merchantable timber 
stands are inaccessible and selective 
cutting methods demand a heavy 
investment in modern road building 
equipment required to open up new 
haul roads to reach virgin stands. 

Behind-the-scenes, the lumber 
industry is beginning to solve the 
problem of waste through coopera- 
tion with pulp mills. In the West, 
this has taken the form of integrated 
sawmill-pulpmill operations; in the 
East, sawmills are chipping slabs for 
pulp mill use. The manufacture of 
hardboards and insulating board 
from mill residue will increase in 
tempo. Poplar plywood is gaining 
rapidly in popularity, with several 
new mills supplying the demand. . . 
J. L. WRIGHT, editor, Canada Lumber- 
man, Toronto. a 
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PETROLEUM 


the basic book in a basic industry 


Petrochemicals, the 

fast growing off- 
spring of the world’s 
fastest changing indus- 
iry, is creating tremen- 
dous new markets for all 
process equipment. 
Write for up-to-date 


market information, 


PETROLEUM 
PROCESSING 





Scarcely a year after beginning 
conversion to paid circulation, 
Petroleum Processing had earned 
its Audit Bureau of Circulation 
membership — tangible evidence 
of this publication’s importance 
to readers, dramatic proof of its 
growing value to advertisers! 
Petroleum Processing delivers 
basic readership throughout all 
aspects of petroleum processing, 
with the largest coverage in this 


basic industry. Because it saves 


PETROLEUM 


time for readers and. still keeps 
them well informed, Petroleum 
Processing has gained a top spot 
in the reading habits of the men 
who engineer and operate petro- 
leum and petrochemical process- 
ing plants. 

You will find Petroleum Proc- 
essing terse and timely, yet thor- 
ough—designed and produced for 
fast. efficient communi¢ations 


within a fast. efficient industry. 


A McGRAW-HILL 
PUBLICATION 





PROCESSING 


330 WEST 42ND STREET, NEW YORK 36, N. Y. 
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The Carolina Power and Light Company’s Lumberton steam-electric generating 
plant. Completed last year, this is the largest plant in the company’s system. One of 
the largest power companies on the eastern seaboard, Carolina serves an area of 
approximately 30,000 square miles in North and South Carolina. Over 1700 miles 


of high voltage lines and 20,940 miles of distribution lines are used in supplying 
power to about 350,000 customers. 


This company has spent more than $100 million since 1948 for new electric facili- 


ties. The latest addition, now under construction, is a 350,000-kw steam-electric 
plant near Wilmington, North Carolina. 


The Carolina Power and Light Company’s expansion program is typical of what 
power companies throughout the country are doing to meet the demands for more 
power. It is a huge market for the suppliers of materials and equipment. 





Here’s what we mean when we say 


reaches the key men 


This is a typical example of how your sales story in Electric Light and 
Power reaches the key men in the nation’s leading suppliers of 
electric power. 


Look at the titles of the men in the Carolina Power and Light Company 
who are now receiving this magazine. These are the men who influence 
buying. These are the men you have to sell. 


What is true with this company is true with every other leading sup- 
plier of electric power in the country. Electric Light and Power reaches 
the key men in every phase of the business — the men who will spend 
another multi-billion dollars this year for new construction. 


These are the men who read Electric Light and Power. More than 50% 
of our readers have been reading this magazine for over ten years. It’s 
readership like this that gets sales results for our advertisers. 


To reach the buyers in the electric power industry, put your sales story 
where they will see it — in Electric Light and Power. It is the only 
magazine serving the electric power industry exclusively. The Haywood 
Publishing Company, 22 East Huron Street, Chicago 11, Illinois. 


Who buys YOUR product? 

Different groups of key men influence the buying of different prod- 
ucts. And it is seldom the same groups in two different electric power 
supply organizations. Shown below are the number of key men in 
a leading midwestern power company who influence the buying of 
various equipment. These figures do not apply to the Carolina Power 
and Light Company. 


Number of — ; . 

Key Men influencing. . This information is 

from a buying influ- 

16 ence survey conduct- 

17 I ed ty Electric Light 

18 i % and Power. One of 

18 . our representatives 

18 r will be glad to give 

4 you complete infor- 

29 mation about this 
10 Miscellaneous owes 








THE ONLY MAGAZINE SERVING THE ELECTRIC POWER INDUSTRY EXCLUSIVELY! 
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Williamson, Wilt stress 
technical content, ask salesmen 
to help interpret it 


® NEW YORK Business papers 


should give industrial advertisers 
some sorely-needed help in inter- 
preting technical editorial content, 
Douglas Williamson, sales promo- 
tion manager, American Hard Rub- 
ber Co., 


He said so at a regional confer- 


believes 


ence on advertiser-agency-publish- 
er relations sponsored by National 
Business Publications. 

Most advertising men, he asserted, 
admit they cannot evaluate a tech- 
nical publication editorially merely 
by trying to read its scientifically 
worded articles 

“What we 


said, “is a roundup of each year’s 


would welcome,” he 


contents, with some real indication 
of the kind of results the various 
articles have achieved among the 
pubiication’s readership.” 

Harold A. Wilt, trade and techni- 
director, J. Walter 
Thompson Co., agreed. 

“Editorial content is the most im- 


cal media 


portant part of the package in media 
selection,’ he averred. “Yet sales- 
men spend twice as much attention 
to detailing statistical facts that the 
buyer already knows.” 

Other panel speakers urged pub- 
lishers to standardize the terminol- 
ogy and format of their market 
research reports so that advertisers 
can compare competing publications 


more easily. 


Railway Express cuts shipping 
rates for advertising matter 

™ NEW YORK Railway Express 
Agency has announced reduced rates 
for many types of advertising and 
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news 


of industrial sales and advertising 


Pickup .. 


printed matter, which are not regis- 
tered as second class mail matter. 
The company now charges for 
shipment of such matter by both 
weight and distance* with the pound 
as the basic unit of measurement. 
This system replaces the old rate 
of 1-1/5 cents per ounce regardless 
of distance. Under the new rate, 
savings up to 40°% can be made 
the shorter the distance the greater 


the percentage of saving 


New bibliography tells where 
to find market research data 
The American Mar- 


keting Association has announced 


® CHICAGO 
publication of a new annotated 
bibliography, “Current Sources of 
Information for Market Research,” 
by Nathalie D. Frank, 
Geyer Advertising. 

The booklet tells the main sources 


librarian, 


of statistical data, directories and 
publications in the general field of 
available 


marketing. Copies are 


from American Marketing Associa- 
tion, 1525 E. 53rd St., Chicago 15, 
Ill. Price, 50 cents. 


Cutting advertising means 
‘economic suicide,’ says Eppert 
® CINCINNATI .. Cutting advertising 
and related expenditures now is a 
“short, straight road to economic 
suicide,” according to Ray R. Eppert, 
executive vice-president, Burroughs 
Corp., Detroit. 

He predicted, at the National As- 
sociation of Manufacturers’ distri- 
bution clinic, that 1955 will be a year 
of uncertainty in which some busi- 
nesses will gain while others fail or 
remain static. 

Because of this uncertainty, he 
said, revenues must be maintained 
at high levels. He added, “results in 
1955 will be only as good as the 
quality of our sales performance.” 

“Too often when budget prob- 
lems develop, management decides 
to cut advertising, sales promotion, 
market research and public rela- 
tions expenditures,’ Mr. Eppert 
said. “I want to emphasize that this 
is a short and straight road to 
economic suicide, because these ex- 
penditures, while somewhat intan- 
gible in immediate results, are ab- 
essential if we are to 
maximum 


solutely 
produce the necessary 


revenue.” 


E. L. Shaner, Penton’s board 
chairman, dies of heart attack 
® CLEVELAND .. E. L. Shaner died of 
a heart attack Nov. 10. He was chair- 
man of the board of Penton Publish- 
ing Co., Cleveland. 

Mr. Shaner 
was 64. He had 
started work at 
17 as a clerk for 
the Pennsylva- 
nia Railroad in 
his home town, 
Olean, N. Y. 

He became a 

Shaner machinist’s help- 
er, then an apprentice, before leav- 
ing the railroad to attend Purdue 
University in 1910. He got his me- 
chanical engineering degree at Pur- 
due in 1914 and returned to the 
railroad to do testing work. 

He joined Penton in 1916 as edi- 
torial representative for Iron Trade 
Review and Foundry, and in 1917 
he was named engineering editor of 


ntinued on ¢{ 











Who sells industrial products most successfully? 

The salesman who gits thar fustest with the most- 
est and costs the leastest! 

“Thar” means your markets. . . all of your produc- 
tive buyers, new as well as old. 

Mr. IEN calls monthly on the 64,000 product 
selecting officials in the 40,000 establishments ac- 
counting for 4/5 of the national product. In the 452 
different industries visited, hundreds of new custom- 
ers need what you sell. Mr. IEN will find and help 
you sell each one of them. 

Mr. IEN gits thar fustest with the mostest because 
his product news is the most up to date, clear and 
comprehensive published . . . not just announcements, 
but full, well illustrated descriptions. 

He will make 6,900 sales calls for the average cost 
of one personal call. At $18 a visit it would stand you 
$1,152,000 to have your salesmen call on each of 





Mr. IEN’s 64,000 friends. He does it for $150 to $160 
a month. 

Some 1,400 advertisers, through their 600 agencies 
hired Mr. IEN this year and many have already 
checked in for ’55. If you miss IEN next year you 
will be doing without the best buy and the best seller 
anywhere in the whole field of industrial marketing. 


Details? send for complete DATA FILE 


Industrial 
Equipment 
News 


Thomas Publishing Company 


G20 EVGA 461 wignth Avenue, New York 1,N.Y.... Affiliated with Thomas Register 





YODEL BAIT! But she'll outrun the 
wolves on these skis. Designed for speed, 
light, strong, easy to handle . . . they’re 
made by Dale Boison Co. of American 
Cyanamid’s glass-reinforced Laminac. And 
uniform molds offer schuss-boomers a 
real advantage . . . when you lose or 
damage one you can buy a single match- 
ing ski. It’s just one example of new uses 
that keep synthetic resin output climb- 
ing ... up 30% to 3 billion tons last year. 


NO BIKINI but a test explosion set off at Carbide 
and Carbon’s Charleston, West Va. plant. And it’s 
part of a constructive destruction program that’s 
paid off handsomely ...in cutting fire losses, drop- 
ping insurance rates, reducing production-line in- 
terruptions. Another example of management's 
efficiency and foresight that makes the CPI indus- 
try’s top buyer of safety supplies and equipment. 


yodel bart, no bikinl, rising: sun 


RISING SUN: Export Manager 
Kato (Dai Ichi Trading Co., Ltd.) 
typifies new order of Japanese busi- 
nessmen as he irons out a polyvinyl 
powder deal. Traders are hustling 
as Nippon gathers momentum for a 
big push on world chemical mar- 
kets. How long before they'll lock 
horns with U.S. producers is any- 
body’s guess. But one thing’s sure 
... they’re on the move in earnest. 





They've bumped up the tempo in the Chemical 
Process Industries, Management’s driving for 
new product uses, wider distribution, more out- 
put... shoving ahead in plastics, world markets, 
safety and corrosion control. It’s a big, gallop- 
gaited field where profits take root in quick 
obsolescence, better methods and modern, cost- 
cutting equipment. And in this tomorrow-mind- 
ed market, industry leaders rely on CHEMICAL 
Week for the practical dollar perspective which 
underpins sound plans and operations. 


Incisive, interpretive, information-packed . . . 
CHEMICAL WEEK provides an accurate prognosis 
of CPI conditions for the chemical businessman. 
That’s why it’s so thoroughly read and quoted 
at all levels. It stethoscopes the market in every 
area of executive interest ... from laboratory 
to pilot plant to front office and full-stage com- 
mercial production. And that’s why you'll find 
CHEMICAL WEEK a consistent list-topper on the 
55 schedules of so many successful CPI adver- 
tisers. It’s process management's own magazine. 


ALERT MANAGEMENT pays more attention to corrosion control these days. Here’s Frank LaQue, Interna- 
tional Nickel’s V.P. and Mgr. of Res. and Dev. and one of the nation’s top corrosion experts. Mr. LaQue sized 
up this biggest of CPI headaches in a recent CW interview. On CW, he says .. . “Chemical executives will find 
Chemical Week to be an excellent means’ of keeping abreast of important developments in this industry.” 


alert management, and... Chemical Week 


. it’s management's own magazine 


in the chemical process industries . . 


A McGRAW-HILL PUBLICATION QD) D> 


McGRAW-HILL BUILDING, NEW YORK 36, N. Y. 
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Over 12,000 buyers find out 
what safety and maintenance 
products to use 

when and how to use them 
—where to buy them 

with BEST’S SAFETY & 
MAINTENANCE 
DIRECTORY! 


Through five editions, active 
buyers have turned to the 
DIRECTORY when they have 
. Want 
welcome your 


problems to solve 
the answers... 


sales story! 


Reach them at the moment of 
buying decision through the 
forthcoming 1956-1957 
Because the DIRECTORY . 
the only work of its kind... has 
proven itself as the unique, 
point-of-sale medium in the 
safety maintenance field. . . 


edition! 


58°° more advertisers took 
24° more display space 


in the current edition. 


Plan now to put these 12,001 
extra, full-time salesmen 
to work for you, too! 


BEST’S SAFETY 
and MAINTENANCE 
DIRECTORY 


ALFRED M. Best Company, IN¢ 
75 Fulton Street 
New York 38, N. Y. 


Branch Offices 


Atlanta 
Boston 
Chattanooga 
Chicago 
Cincinnati 
Dallas 

Los Angeles 
Richmond 


CWS 


Iron 
Steel. 

After overseas service with the 
World War I, Mr. 


Shaner returned to Penton and rose 


Trade Review, forerunner of 


army during 


successively to become managing 
editor, editor and editor-in-chief of 
Iron Trade Review. He was named 
a director of the company in 1925 
and was president and treasurer 
from 1937 to 1949, when he became 
board chairman 

He was past president of Associ- 
ated Business Publications and the 
National 


Paper Editors 


Conference of Business 


Dravo finds annual reports 
increase readability, readers 
@ PITTSBURGH . An industrial com- 
pany has made a study of corpora- 
these 


tion reports and found that 


unread docu- 


both 


often imposing but 


ments are becoming more 
readable and more widely read. 

William H. Collins, 
Dravo Corp., 
construction and_ ship- 
110 com- 


and small, about 


advertising 
director, Pittsburgh 
industrial 
building company, asked 
panies, both large 
their reports. 

His findings, published in the 
October “Public Relations Journal,” 
showed that the responding com- 
panies published a total of 7,845,000 
copies of their reports and that of 
these, 2,700,000 went to norstock- 
holders 

The survey showed 83° of the 
companies distribute annual reports 
to investment banking houses; 82°, 


to newspapers, financial publications 


and trade journals; 77% to security 
brokers; 65° to 
companies, and 


analysts; 69°) to 
banks and_ trust 
42°, to mutual funds. 

Nearly three-fourths of the com- 
panies (73%) said that during the 
last five years they have appropri- 
ated more money to try and make 
the reports more readable through 
improved content or format changes. 
The percentage these 
changes have resulted in “definite 


same said 
benefits.” 

Further 
ports is made on request to colleges 


distribution of the re- 


and public libraries, individuals and 
groups in plant communities, and 
to government, professional socie- 
ties, company customers and plant 
visitors 

Employes get annual report in- 
formation from 91% of the compa- 
nies. The regular stockholders report 
is sent to employes by 416°% of the 
use special reports 
to employes and 15% publish the 
information in employe publications. 

Nearly 75° of the companies 
queried responded to the Dravo sur- 


companies, 30% 


vey 


Three Chicago business papers 
start special western sections 
. Three Chicago busi- 


have an- 


® CHICAGO 
publishers 


ness paper 
nounced plans for special western 
sections of their publications. 
American Builder, which has been 
editions 


three regional 


advertising for 


publishing 
carrying no 
than a year, announced that begin- 
ning with its March, 1955, issue, ad- 
vertising will be accepted for the 
western regional edition, limited to 
advertisers with distribution in Pa- 
cific and mountain states and Texas. 


more 


National Provisioner also has an- 
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and slant your copy theme to cash in on 
MACHINERY 


your MACHINERY Representative, or 


Mark these important dates on your 
1955 calendar now. For details, see 
write direct to 


148 Lafayette St., 


























Your Sales Message 
Keeps on Selling 


in the ACI JOURNAL 


ACI Journal readers are concrete exper:s . . . it’s their job 
to specify and buy. And here is the only magazine that pub- 
lishes current, authoritative technical information for all 
phases of the concrete engineering field. Here, too, is the 
25-year-old world authority on concrete. It’s no wonder that 
ACI Journal copies are filed for ready reference on concrete 
problems. Your message will continue to sell your services 
and products long after other magazines have been discarded. 

W Send today for the complete A. C. I. story 

in the N.I.A.A. Brochure Form 


JOURNAL of the 
AMERICAN 
INSTITUTE 


hols Road « Detroit 19, Michigan 
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(im) NEWS 


nounced a regional advertising plan 
covering its circulation in 11 Pacific 
and mountain states, beginning with 
the Dec. 11 issue. 

Transportation Supply News an- 
nounced a new western regional 
section covering 11 western states. 
The section will begin with the Jan- 
uary issue, at a rate of $70 for a 
ninth-page unit on a 12-time basis. 
The controlled circulation publica- 
tion said distribution in the western 
area will be increased from 4,000 to 
15,000. 


Morris Simmons 


New Meldrum & Fewsmith 
president is E. T. Morris 

® CLEVELAND . . E. Theodore Mor- 
ris, 56, has been named president of 
Meldrum & Fewsmith, Cleveland 
agency. Mr. Morris, formerly execu- 
tive vice-president, succeeds G. 
Harry Guest, who will retire Dec. 
31. 

The agency’s board of directors 
also promoted Raymond G. Sim- 
mons, executive vice-president, to 
chairman of the board. 

Mr. Morris has been with the 
agency 23 years, Mr. Simmons, 24. 

Herbert W. Cooper and James C. 
Clawson were elected directors. Mr. 
Clawson also was named secretary. 
Joseph Fewsmith, Jr., was elected 
treasurer, and Andrew B. Meldrum, 
general manager. 

Meldrum & Fewsmith is among 
the nation’s top 70 agencies in bill- 
ings. It has gross billings of about 
$10,000,000 yearly. Last year it 
ranked 40th in number of pages of 
business paper space placed, with 
3,069 pages. 


Equipment distributors will 
meet in Chicago Jan. 23-27 
® cHrIcaco .. More than 2,000 con- 
struction equipment distributors and 


Continued on page 48 
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Audited paid circulation covering 

the air conditioning and refrigeration 
market—read by MORE 

Executive engineers . . . offers the 


easiest way to volume sales. _ 


(00 vears 


The official monthly journal of The American 
Society of Refrigerating Engineers since 1904— 


50 years of recognized technical leadership. 


Reaches more Original Equipment 
Manufacturers ... the big volume buyers 
in the $4,000,000,000.00 air conditioning 
and refrigeration industry. Goes where 


hard hitting advertising really pays off! 


PKs 
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Dynamic ‘‘how to do it’’ 
Editorial makes More 
and More Management 
and Production Men 
Buy and Read 


WOOD & WOOD PRODUCTS 





in Major Plants accounting 
for Bulk of Production 
‘across the board”’ 
in $9 billion Wood Industry* 





*Monufacturers of Lumber — Plywood — 
Veneer — Hardboard — Wood Containers — 
Furniture — Millwork — Flooring — Prefabs 
— Other Wood Products — Large Industrial 
Wood Users. 





HERE’S PROOF THAT IT’S YOUR 
BASIC NATIONAL BUY TO SELL 
RIGHT PEOPLE IN RIGHT PLACES 


eee 


. . THE BIG BUYING POWER! 


t showing these circula- 





up 17.4% 
erage .. up 26.5% 


er, Wooden Container 
. up 41.8% 


sh and Door Mfrs 
. up 23.7% 


and Cabinet Mirs. up 10.4% 
I cts Mfr up 28.2% 
(Nov. 1952 to date) 


A sk for nd 1s 
WOOD PRODUCT 
nationally. 


and 
WOOD PRODUCTS 


A VANCE PUBLICATION 
139 N. Clark St., Chicago 2, Ill. 
Phone: Financial 6-5380 





‘‘not how many — but WHO”’ 
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manufacturers from many parts of 
the United States and Canada are 
expected to attend the 36th annual 
meeting of the Associated Equip- 
ment Distributors in the Conrad 
Hilton Hotel, Jan. 23-27. 


Business paper seasonal ad 
slumps senseless, study shows 

® NEW YorK. . Traditional seasonal 
cutbacks in industrial advertising 
activity bear little relationship to 
statistics of production and sales in 
key industries, a survey shows. 

The survey, conducted by Mc- 
Graw-Hill Publishing Co., shows 
that most business publications ex- 
perience advertising linage slumps 
in July, August, December and Jan- 
uary, whereas reports of industrial 
activity indicate no parallel decline 
in business activity during those 
months. 

The study reveals that 95% of the 
skips during the summer months 
were ascribed to low readership of 
publications by the advertisers who 
curtail their July and August sched- 
ules. Yet, only 1% of those queried 

typical subscribers to Factory, 
Chemical Engineering, Construction 
Methods and Electronics . . said that 
they failed to read those issues 
which appeared while they were on 
vacation. 

Noting that advertising volume 
in both McGraw-Hill papers and in 
competitive publications falls off an 
average of about 13% below the 
yearly average during the four 
“slump” months, a published report 
of the study reveals that only 6.8% 


of the nation is on vacation at any 
single time. As for year-end cut- 
backs, says the report: 

“Isn’t it pretty silly to say that 
holidays, vacations or plant shut- 
downs are going to reduce the na- 
tion’s industrial output or the na- 
tion’s industrial magazines’ reader- 
ship? As long as the _ incentive 
system prevails and people in in- 
dustry can make a profit selling 
things, the goods will be turned out 
and there will be readers for pub- 
lications.” To support this conten- 
tion, the study cites a Business 
Week index of industrial production 
and individual statistics for textile, 
electric power, chemical and con- 
struction industries which reveal no 
recognizable pattern of any slump 
in year-end activities. 

The material is presented as an 
interim report of a committee com- 
posed of G. E. Riddell of Food Engi- 
neering, B. E. Sawyer of Chemical 
Week and Chemical Engineering, E. 
E. Weyeneth of Construction Meth- 
ods, and Angelo Venezian, assistant 
to the director of advertising. The 
research involved was conducted 
under the direction of John C. 
Spurr, the company’s research di- 
rector. 


Muller-Munk heads design group 

@ WILLIAMSBURG, VA. . . Peter Mul- 
ler-Munk of Peter Muller-Munk 
Associates, Pittsburgh, was elected 
president of the Society of Indus- 
trial Designers at its 10th annual 
meeting. 


Expert tells business papers 

how to reduce ‘fog index’ 

® cHICAGO . . Business publications 
are approaching the point where 
they will have to become more read- 


Ad volume staggers up and down, production remains steady 
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PRODUCTION :: 
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INDUSTRY GATHERS AT THE ROUND TABLE 


Each month PRODUCTION’s editors are host to industry’s top 
mass production executives at The PRODUCTION Round Tables. 
These timely sessions—dealing with everything from cost reduc- 
tion to automation —are tape-recorded and published in PRO- 
DUCTION. where 25.000 production men read them carefully. So 
do wise advertisers. By keeping tabs on The Round Tables. it’s 
possible to spot a trend before it gets rolling ... fill a need before 
your competition, 


PRODUCTION MEN KEEP UP WITH TOOLING 


What's the latest in tools and carbides? What’s new in die work 
and design? What’s new in grinding? Mass production men want 
the answers. so it’s natural that they turn to “Designs for Mass 
Production Tooling” for them. Like so much of the editorial con- 
tent of PRODUCTION. this popular feature is helpful and interest- 
ing—contributed by mass production men for mass production men. 


PRODUCTION’S READERS ARE WRITERS, TOO 


Interest in PRODUCTION is high. In any issue you'll find four 
or five articles authored by key executives in mass production, 
speaking the language other mass production men understand. And 
for a vice president or plant manager. chief engineer or master 
mechanic to take time from a jammed schedule to write for 
PRODUCTION magazine proves that interest. Any way you 
look at it—PRODUCTION is the voice and authority of mass 
production metalworking. 


WANT TO MAKE 25,000 CALLS EVERY MONTH 
TO MASS PRODUCTION METALWORKING? 


In other words—want to talk directly to the most im- 
portant buying influences in the biggest. most dynamic 
market in industry? Then advertise in PRODUCTION! 
Nowhere else will you be able to get so close to the 
pulse of mass production metalworking. For PRODUC- 
TION is the only magazine so completely edited for, 
written by and circulated to mass production men exclu- 
sively. PRODUCTION is “Mass Production’s Own (and 


only) Magazine!” 


PRODUCTION 


Bramson Publishing Company 


Birmingham, Michigan 


For more facts please turn the page 








Gigantic Market! 





America's largest, richest 
market is mass production 
metalworking--some 8500 
plants that produce in volume 
--buy in volume. They 

devour billions of dollars 
more supplies and equipment 
than metal producers and 
general metalworking combined! 


Hard to Reach! 





Yet, in any one of these 8500 
plants, a salesman is able to 
contact only a few of the key 
buying influences--and it 
costs an average of over $17 
per call for even this 


partial coverage! 


The Answer! 


You'll find it in PRODUCTION 
--the only magazine that aims 
its entire editorial content 
and limits its circulation 
within this mighty mass 
production market...pene- 
trates it with rifle-like 
accuracy £5,000 times a month 
at just a few cents per call! 
If your market is mass pro- 
duction metalworking, the 
market place for your ad- 
vertising is PRODUCTION-- 
"Mass Production's Own 
Magazine." 














Bramson Publishing Company, Box 1, Birmingham, Michigan 
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able or be without readers, accord- 
ing to the man who invented the 
“fog index” test for editorial read- 
ership. 

He is Robert Gunning, president, 
Robert Gunning Associates, Black- 
lick, O., counsellors in clear writing. 
M. Gunning spoke at a meeting of 
the Chicago Business Publications 
Association. 

He said that a few years ago busi- 
ness papers did not have to be easy 
to’ read because business men had 
to read them in order to keep up 
with their fields. 

Competition that has come with 
the increasing number of business 
papers now makes it necessary for 
each publication to reduce its “fog 
index” and become easier to read 
if they are going to survive. 

He urged editors to follow these 
10 points in order to put out easier 
to read publications: 

1. Keep sentences short. 

2. Prefer the simple to the com- 
plex. 

3. Prefer the familiar to the un- 
familiar 

4. Avoid unnecessary words. 

5. Put action in verbs. 

6. Write as you talk. 

7. Use terms the reader can pic- 
ture. 

8. Tie in with the reader’s inter- 
est. 

9. Make full use of variety. 

10. Write to express not impress. 


Thayer becomes advertising 
director of ‘Oil Daily’ 
® cuicaco . . Edwin F. Thayer, 
former business manager of Quick 
and later founder and publisher of 
Tempo, has become vice-president 
and advertising manager of Oil 
Daily. 
Mr. Thayer 
first joined Mc- 
Graw-Hill as an 
assistant editor 
of Electric Rail- 
way Journal. In 
1937 he became 
advertising man- 
ager of INDUS- 
Thayer TRIAL MARKETING 
in New York and eastern sales man- 
ager for Advertising Age. 
Continued on page 50 
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How about a 
Christmas Present 
for Your Business 

this Year? 


Don’t miss S. D. WARREN'S 
monthly message in 
THE SATURDAY EVENING POST 
for December 11 
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Believers 
Buy 


Believers buy; doubters don't. 


The mere felling of your 
story is only half 

of the job. You must make 
your listeners believe 

in order to set them up 

for a closing. 


That’s where engineering 
publicity comes in. 

That's why newswork multiplies 
the power of advertising. 


Through articles, technical 
papers and case history 
reports you can 

prove your points. You 
can document and 
diagram completely. 


And the reader trusts 

the objectivity of editorial 
material. He knows 

the editor screened it 
before printing it. 


For the ultimate in believability 
it’s often wise to have 

a third party do the explaining 
for you. That's when the 
user-signed story, the 
staff-written sections of 
business papers and 

the news columns pay off. 


But, no matter how 
you handle it 


Editorial Presentation 
Breeds Belief 


To add this power to your 
advertising and sales promotion 
program takes more understanding 
than dollars. 

May we talk technique 

with you? 


Harry W. Smith 
Incorporated 


Technical Publicity and Cditevial Kelations 


NEW YORK 

41 E. 42nd St. (MU 7-5367) 
CHICAGO 

Palmolive Bldg. (WH 3-1262) 
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Upon being asked his reactions 
to being back in the industrial pub- 
lishing field again Mr. Thayer said: 
“It’s like coming home again. This 
opportunity to render solid service 
to the petroleum industry is a chal- 
lenge I wouldn’t miss. It’s meat and 
potatoes after a diet of rabbit food.” 


Annual optical industry 
directory to bow next year 
® HUNTINGTON, N.Y. Optical 
Publishing Co., Huntington, will 
publish the first issue of its Optical 
Industry Directory early next year. 
The book, to be issued yearly, will 
list more than 2,600 companies the 
world over which design, make or 
sell optical products. It also will 
list products, designers and raw ma- 
terials used in the industry. 

The book sells for $5 a copy. Ad- 
vertising rate is $300 a page. 


Editors tour U. S., report German 
business paper comeback 
® CHICAGO German __ business 
publications have made a comeback 
since World War II, according to ten 
West German technical and indus- 
trial publication editors. 

The German editors visited New 
York, Philadelphia, Cleveland, De- 
troit, Chicago and Washington dur- 


Gemutlichkeit . . 7 
jed in this grour 


ing October and November, talking 
to business paper publishers and 
other business leaders. 

The editors said the German busi- 
ness press, highly developed before 
World War II, has been largely re- 
established. 


New booklet gives export 
credit information 

@ NEW YORK Exporters’ Digest, 
New York, has published its fifth 
annual study of credit terms being 
granted by American exporters to 
their customers abroad. 

The booklet is made up of infor- 
mation gathered from 3,200 ex- 
porters. It tells payment terms by 
commodities in more than 70 world 
markets and tells which of those 
markets are asking for more liberal 
terms. 

The booklet is available for 50 
cents a copy from the Exporters’ 
Digest, 253 Broadway, New York 7, 
N. Y 


ARF book tells of motivation 
research in advertising 

® NEW yorK .. The Advertising Re- 
search Foundation, New York, has 
brought out a new book, “Motiva- 
tion Research in Advertising and 
Marketing.” 

The book, which costs $5 a copy, 
is being issued for ARF by Mc- 
Graw-Hill Book Co., New York. It 
is the fourth of five reports planned 

Continued on page 52 





reach a bigger market 


There’s an open door to industry's biggest market . . . metalworking . . . in MODERN 
MACHINE SHOP. Over 44,000 circulation, the largest and most effective in the field. 
is directed personally to men who have the authority to specify and buy. 


Whatever you sell . . . set screws, engineering services, machinery, tooling or thou- 
sands of other products. . . you'll find a ready audience in MODERN MACHINE SHOP 
—ready to read, ready to buy! You'll find, as have hundreds of advertisers large 
and small, that when MODERN MACHINE SHOP carries your sales message . . . you 


get results! = put Your Money Where Your Market Is ...in MODERN MACHINE SHOP. 


Eye-Opening Media Data Write for Your Copies Today. 
“Editorial Story” reader preference .. . how and why 
"Sub-Zero Success Story” . . . . . Putman Award winning advertising case history 
"Highways to Metalworking”. . . basic reference file of facts and figures 
*'Flexopress Success Story” .. . . 700% sales increase case history study 
"Chicago 3-Plant Study” desk-to-desk study of readership in typical plants 
“Circulation Excellence” .... . . facts behind the industry's largest circulation. 


NIBP. MODERN MACHINE SHOP e A Gardner Publication « 431 MAIN STREET ¢ CINCINNATI 2, OHIO 
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NOTHING BUT LIVE WIRES... 
IN BASIC QC! 





No one-man shops, part-timers or other low-voltage 
sales prospects on QUALIFIED CONTRACTOR’s 
electrical contractor list. Only proven live wires like the 
12,114 emploving contractors who account for 97% of 
the industry business! 

That's why your advertising dollars go further in basic 
QC. It’s the only book through which you can be sure 
you're reaching the buying heart of the market: the 
employing contractor. 


QUALIFIED CONTRACTOR 


Official Publication of The National Electrical Contractors Ass'n. 
610 Ring Building Washington 6, D. C. 

NEW YORK—Clark Presbrey, Room 509, 150 Broadway — Worth 4-1153 

CHICAGO — Urben Farley & Co., 120 S. La Salle Street — Financial 6-3074 


LOS ANGELES 
The Robert W. Walker Co., 2330 W. Third St. — Dunkirk 7-4388 


SAN FRANCISCO 
The Robert W. Walker Co., 57 Post Street — Sutter 1-5568 
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by the ARF committee on motiva- 
tion research. 


Late Bulletin .. 

@ New York . . Paul Montgomery, ex- 
ecutive v.p., publications div., McGraw- 
Hill Publishing Co., will succeed Col. 
Willard Chevalier as executive v.p. of the 
company April 1. Nelson Bond, now v.p. 
and director of advertising, will succeed 
Mr. Montgomery. Joseph H. Allen, man- 
ager, Southern Pacific div., will become 
director of advertising. Col. Chevalier be- 
comes vice-chairman of the finance com- 
mittee, McGraw-Hill board, and will func- 
tion as executive assistant to McGraw- 
Hill president Donald C. McGraw. 


‘Engineering News-Record’ 
drops Starch, adds Shepard 

@ NEW YorRK . . Engineering News- 
Record has dropped the advertis- 
ing readership research service of 
Daniel Starch & Staff, Mamaroneck, 
N. Y., ending a four-year working 
arrangement. 

The publication, a McGraw-Hill 
weekly, is replacing the Starch 
service with an advertising reader- 
ship service performed by Mills 
Shepard of Bronxville. 

Don Robertson, advertising sales 
manager of EN-R, said the reasors 
for the change included (1) a larger 
sample, and therefore greater ac- 
curacy, (2) faster reports and (3) 
interview results tabulated on IBM 
cards, making it easier to extract 
information from reports. 

The new service will be Mr. Shep- 
ard’s first continuing study of a 
business publication, although he 
has been in advertising research for 
30 years. 

Mr. Shepard served with Starch 
from 1929-43, later became research 
director for McCall’s and set up his 
own organization last year. His en- 
try into business paper readership 
research brings new competition to 
a field dominated until now by 
Starch and Readex, of St. Paul, 
Minn. 

Termination of the Starch-EN-R 
arrangement leaves the way open 
for another publication in this field 
to use Starch, which keeps a policy 
of serving only one publication in 
each competitive field. = 
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Why 

MASS TRANSPORTATION 
is your best 

advertising buy... 








LEADERSHIP! 


i.. the 7th consecutive 
year, a well-known advertising 
agency has just surveyed all pub- 
lications in the transit field. This 
agency, which annually places 
more transit advertising than any 
other, represents 9 major transit 
manufacturers. 

Its survey results conclusively 
show that in '54: 

MASS is again named as most 
interesting to read by 79% of all 
transit executives. 

MASS is selected as most help- 
ful by 66%. 

And, time spent with MASS 
by the average reader is 2 hours 
and 20 minutes, as contrasted to 
less than one hour for other in- 
dustry publications. 

For advertising that guar- 
antees most results, put your 
message in MASS. It leads in 
reader interest, leads in helpful- 
ness... reaches leading execu- 
tives in every one of America’s 
3,018 transit companies. A964 


Survey copies available upon request. 
See SRDS, 21. Or write for rate card. 


TRANSPORTATION 


222 WEST ADAMS ST. 
CHICAGO 6, ILL. 


— a a 
1904 golden anniversary 1954 
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problems 


in Industrial Marketing 


How do you get mail pieces 
past your customer's secretary? 


Studies show that eight out of ten secre- 
taries decide what their bosses will (and 
will not) see of promotion material in the 
morning’s mail. Question: how can di- 
rect mail advertisers do a better job of 
getting their maii pieces past the custom- 
er's secretary? 

Someone pretty well qualified to answer 
is the secretary herself. So Industrial Mar- 
keting queried some, in a variety of com- 
panies. Their answers: 


By Dorothy Loomis 


‘ratory 
retary 


J. J. Topolinski 


ice-president 


® DIRECT MAIL has been a matter of 
concern, and I might add, often- 
times annoyance to me for a long 
time. I say this because so much 
of the direct mail correspondence 
that reaches my desk every morning 
winds up in my waste basket never 
reaching the person to whom it was 
addressed. Why? 

First of all, many advertisers miss 
the boat because their mailing lists 
are woefully out of date. I still re- 
ceive mail addressed to individuals 
who have not been with our com- 
pany for ten years. 

It is a source of irritation, also, 
when I open direct mail with 
the name of the addressee misspelled 
and his title incorrectly stated. It 
would follow then that the most im- 
portant thing a direct mail adver- 
tiser can have is an up-to-date 
mailing list of individuals with their 
correct titles. It further follows that 
the most effective piece of direct 
mail advertising is that which is di- 


rected to a proper individual in a 
format which is in keeping with his 
particular position, responsibility 
and function. 

Another proof that up-to-date se- 
lective mailing lists are of para- 
mount importance are the many ad- 
vertising pieces that come across 
my desk which do not pertain in 
any way to our particular type of 
business. 

From six to ten mailing pieces 
come to my desk every day. About 
25% of them are brought to my boss’ 
attention. The amount of time he 
spends reading the referred adver- 
tising depends on how busy he is, 
and the importance to him of the 
advertising message. On an average 
I would say he devotes ten minutes 
a day to such correspondence. 

The direct mail pieces which tell 
a story briefly yet in good taste, and 
those which acknowledged, so to 
say, the level of my boss’ responsi- 
bilities are the ones which impress 
me as being important enough to 
pass on to him. 


By Barbara Smith 
Secretary tc 
C. H. Stevenson 


Vice-President 


® THE MORNING mail is separated 
into two piles: the business letters 
and the direct mail advertisements. 
Direct mail pieces average about 20 
a day. Occasionally a direct mail 
piece gets into the business letters, 
if it’s particularly well done, but 


rontinued on page 58 
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buying problems 


ach day dawns with a different 
problem for the process man. It can con- 
cern heat transfer, size reduction, drying, 
mixing, materials handling or any of 
many others. No one man can know all 
the answers. He must have instant access 
to thousands of technical facts on hun- 
dreds of diversified products and services. 


Working on preliminary plans and speci- 
fications, the process man seldom calls in 
outside salesmen. There is too little time. 
There is too great a risk of revealing his 
company’s plans. He must rely on facts 





readily at hand. Much of the needed in- 
formation can be found in the scores of 
individual catalogs he periodically receives 
from manufacturers. But this necessitates 
a tedious time-consuming search through 
files and closets. It’s no wonder he consults 
Reinhold Catalogs for quick solutions to 
processing problems. 


Since 1916, Chemical Engineering Cata- 
log has been published exclusively for 
process men by process men. For one-third 
of a century it has been part of college 
instruction in process design. Specifiers are 
accustomed to turning first to CEC for 
detailed facts on equipment, engineering 
services and materials of construction. 
Each year, CEC is sent to all the right men 
inall the right Dun & Bradstreet company- 
rated plants. No waste circulation. No 
important plants overlooked. 


nA nw aes 


Chemical Materials Catalog and Directory 
of Producers provides the process man 
with complete information on commer- 
cially available chemicals and raw mate- 
rials. Your product information in CMC 
is bound to furnish up-to-date technical 
data fast. Published exclusively for use 
inside process plants, CMC is edited by 
process men for process men to provide 
the one complete source for specifying 
and buying information. 

Chemical Materials Catalog serves tech- 
nical men inside over 10,000 carefully 
selected process industries plants. No 
waste circulation. Like CEC, Chemical Ma- 
terials Catalog develops confidential sales 
leads inside top-rated processing plants. 


Be sure you know the complete facts about 
CMC’s unique services for chemical man- 
ufacturers. Your Reinhold Catalog district 
manager will be glad to show you many 
specific examples of sales developed 
through CMC, — 


Process industries 
specifying teams in over 
14,000 Dun & Bradstreet 
company-rated plants 
turn to 


cee 


CHEMICAL ENGINEERING CATALOG 


for detailed, 
up-to-date data on 


) process equipment 
» engineering services 
materials of construction 


IN THE 
PROCESS INDUSTRIES 
PICTURE! 


REINHOLD CATALOGS 
PUBLISHED FOR 

INSIDE PLANT USE 

BY ALL TITLE 

GROUPS 


Process 

industries specifying teams 

in over 10,000 Dun & Bradstreet 
company-rated plants 

turn to 


<a> FRR CO? 


CHEMICAL MATERIALS CATALOG 
AND DIRECTORY OF PRODUCERS 


for detailed, 
up-to-date data on 

® properties, specifications 
and applications of 
chemicals and raw materials. 


Ft. REINHOLD 
Publishing Corporation 
ZN 


430 Park Avenue, New York 22, N. Y. 
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IF YOU CAN BOIL WATER... 
YOU CAN UNDERSTAND THE 


BASIC POWER PLANT OPERATION 


BECAUSE... 
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All advertising men serving accounts in the power 
engineering field don’t sport engineering degrees 
or carry a slide rule. Yet from day-to-day, they're 

called upon to design advertising, write copy and PRIMER 


create selling points about such highly specialized 





By ANDREW W KRAMER 








equipment as demineralizers, superheaters and 





electrostatic precipitators. The type of basic industry 
information advertising men have always wanted 


and needed is finally available! 





POWER ENGINEERING’s new 36-page booklet, 














“A Power Plant Primer,” written by PE’s dynamic 
editor, Andrew W. Kramer, presents a fresh, down- 


to-earth approach to the entire problem of power 


plant operation. It’s written in laymen’s language... 


a heretofore complex subjec 


unfolding a clear picture of the basic pr.nciples and 
practical application of the equipment used in 


modern steam-electric power plants. 


Judging from the enthusiastic reception this 
booklet has already received in industry and 
advertising circles, ‘A Power Plant Primer’ would 
be a very worthwhile addition to your working 
library. A complimentary copy will be mailed to any 
advertising manager or advertising agency executive 


who requests it on his letterhead. 


POWER ENGINEERING confines its circulation to power 
engineers who are responsible for the design, construction, 
management, operation and maintenance of power 
services... wecan GUARANTEE 100% COVERAGE 
OF READER INTEREST. And wth 


POWER ENGINEERING you buy only the circulation POWER ENGINEERING is the only 


; magazine exclusively edited for and 
you need... at the lowest unit cost. circulated to the power engineer. 


POWER ENGINEERING 


Technical Publishing Company 110 South Dearborn Street Chicago 3, Illinois 
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THE OIL DAILY 


THE NATIONAL NEWSPAPER OF PETROLEUM 
ANNOUNCES THE APPOINTMENT OF 
EDWIN F. THAYER 
AS 
VICE PRESIDENT 

AND) ———— 
ADVERTISING DIRECTOR 








ED THAYER 


616 SOUTH MICHIGAN AVE., CHICAGO 5, ILLINOIS 








TRADE ASSOCIATIONS OFFER 
INVALUABLE SERVICE on UNFAMILIAR 
MARKETING PROBLEMS 


Look them up in Industrial Marketing's 


1955 Market Data & Directory Number 


88 / Industrial Marketing 


problems... 


jins on } 


worn out Addressograph plates, in- 
dicating a purchased mailing list, 
get down pretty close to the bottom. 

All of the direct mail pieces are 
opened and nearly all arrive on Mr. 
Stevenson’s desk. He goes through 
them, as he would a magazine, 
searching for interesting informative 
bits, looking for anything new and 
tossing them into the basket after 
a glance or perusal. He doesn’t allot 
a particular amount of time each 
day for direct mail. I would estimate 
that about 30 minutes per day are 
consumed. A few he forwards to 
others in the organization. 

The direct mail pieces in this par- 
ticular office cover many fields: 
industrial equipment, publications, 
real estate, banks, stocks, office 
equipment, vacation lands, cars . . 
requests for charitable donations are 
overpowering. 

Almost the only direct mail pieces 
that end up in my basket are those 
which are duplicated, or those which 
propose something in which he has 
absolutely no interest. 

One pet peeve is the firms who 
send the same piece to C. H. Steven- 
son, Vice-President, Cary H. Stev- 
enson, Vice-President, and Charles 
H. Stevenson. All three pass my 
desk . . enroute to the waste basket. 


By Delores Keating 
Secret ry to 


E. E. Tice 


® IN MY OPINION brevity and con- 
ciseness are all-important in a direct 
mail piece. 

Each day I receive an average 
of about 12 direct mail pieces ad- 
dressed to Mr. Tice. But four pieces 
out of five are not of sufficient in- 
terest to pass along to him. 

I think direct mail in general 
could be improved if advertisers 
would think more in terms of limit- 
ing the amount of time required to 
read and digest a mailing piece. 

One other thought . . I particu- 
larly like mailings that include a 

Yontinued on page 60 





Your Sales 
Message 

Is At Their * 
Fingertips 
for 
Year-Long 
Reference 


THE 37th Annual Statistical Issue published March 15th, 
is the ONLY complete reference annual for the $28 billion 


automotive and aviation manufacturing field. els Over 17, 5 00 


Automotive and aviation executives have over 150 pages 


of latest specs on cars, trucks, buses, tractors, engines, air- administrative, engi- 
craft ... plus production, registration and sales totals .. . 
all packed into one handy volume, sectionalized for quick, neering, production 
easy reference. That’s why over 97% of subscribers keep 


this big issue for finger-tip reference. and purchasing execu- 


It’s the one medium that offers you year-long selling tives in 3,648 automo- 
impact .. . used by the buying and specifying executives 
of this vast industrial market that spends annually over tive and aviation man- 
$14 billion. A total of 392 manufacturers and their agencies 
placed 401.5 pages of advertising in the last Statistical Issue. ufacturing companies 
They recognize the growing advertising power of this 
popular “plus” issue. Better include this top advertising INP, 
buy on your schedule NOW. 


Pa 


CHESTNUT AND 56TH STS. PHILADELPHIA, 39, PENNA. 
A CHILTON ® PUBLICATION 


THE NEWS MAGAZINE OF AUTOMOTIVE AND AVIATION MANUFACTURING 
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A NATURAL PIPELINE 
TO RESPONSIVE BUSINESSMEN 


Everything business needs — including a place to do business — 
can be sold directly and economically through The Wall Street 
Journal. Advertiser after advertiser offers testimony that The 
Journal reaches businessmen everywhere. Evidence piles on 
evidence to prove that when you advertise in The National Busi- 
ness Daily something happens — fasr. 


Circulation: 317,381 


ABC attained — Sept. 30, 1954 






THE WALL STREET JOURNAL 






Published at 
NEW YORK CHICAGO DALLAS 





911 Young Street 


Street 4 W. Monroe Street 
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SAN FRANCISCO 
415 Bush Street 





problems .. 


letter of transmittal, concisely telling 
what the piece is about. 


By Pat Schwartz 


Roy Anderson 


® NO MoRE than 5‘; of direct mail 
we get interests the general pur- 
chasing agent. I give him items that 
appear to offer a new or useful idea 
related to our business. Very un- 
usual pieces also get by. 

Actually very little time is de- 
voted to reading this material; he 
simply does not have enough time 
to read the run-of-the-mill ads. 

I would like to express my opinion 
and the opinion of “The Boss” re- 
garding this subject. We believe at 
least 95°, of the: money spent on 
direct mail advertising is wasted. We 
believe the sorting and examination 
of direct mail advertising takes too 
much of our time and results in un- 
necessary business expense and, 
most of all, my superior resents di- 
rect mail questionnaires, claiming 
they steal our time. 


By Elaine Beaudot 


H. E. Baker 


® ON AN AVERAGE, We receive about 
eight direct mail pieces a day. 
Most mail pieces receive only a 
quick glance. All in all, I would say 
the most time he spends is five 
minutes a day on the entire lot. 
Mail pieces I don’t like to send 
in to the vice-president are those 
larger than letter-size; those bear- 
ing statements, “Important-Open 
Immediately,” etc.; and those so 
oozing with good will, they lack clar- 
ity as to what they wanted to say. & 












The Leading Gas Industry Publication 


More circulation... 
More editorial pages per issue... 
More advertising pages per issue... 
Lowest advertising cost per M — 
28.7% less than the 2nd publication 
and 39.4% less than the 3rd. 


GAS gives you — | GAS carries more advertising 


FIRST 38.2% more total circulation ‘ ee 
53.3% more in gas companies ne en ee entions cone . 
. 133.3% more to men in charge Since 1945, GAS has. 381 


See oe peced | advertising pages (66.3%), while 
Circulation publication. [the second publication has lost 


%6% is to individuals. | © advertising pages (5.2%). 
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How a Magazine Expands Markets For 
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These three illustrations of new uses for 
engineering materials are from the edi- 
torial pages of Materials & Methods. 
Every month M&M publishes more edi- 
torial and advertising pages on how and 
where to use engineering materials than 
any other magazine. 


M&M’s specialized editorial appeal at- 
tracts more than 27,000 paid subscribers 
whose job it is to select and specify engi- 
neering materials. When your advertis- 
ing presents this audience with new 
ideas, engineering data or new uses for 
your products, you are using the best 
method to expand or create markets for 
materials, parts or finishes. 


Photos: 
General Electric Co. (left) 


Hamilton Standard Div., 
United Aircraft Corp. (top) 
Sealectro Corp. (bottom) 


Materials Engineering in 
Product Design and Manufacture 


A Reinhold 
Publication 


430 Park Avenue 


Materials 


CLAMSHELLS SPUN FROM STEEL. Giant steel bowls 
fabricated from steel plate, welded together and spun to 
shape, form a “Clamshell!” for testing airplane propellers. 
Propellers up to 19% feet in diameter are rotated at 
flight speeds in the unit, and air evacuated to simulate 
pressures at altitudes to 115,000 feet. Today, 38 adver- 
tisers of irons and steels use the pages of M&M to pro- 
mote sales to the hardgoods industries. 


PLASTICS AID MINIATURIZATION. Fluorocarbon 
plastics provide the high electrical insulating properties 
needed in these miniature connector assemblies for elec- 


New York 22, N. Y. 


tronic instruments, television and radio sets. The plastic 
is serviceable under a wide temperature range—important 
in manufacture and in use. More than 20 M&M editorial 
pages per month guide industry to the selection of the 
best parts and shapes. 


& Methods 


ABC — ABP & 
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HOW TO SELL CITIES LIKE 
HOPEWELL 


a y 
a 2 
> 


Your sales to city and town governments 
are sometimes determined by whether or not 
you receive an invitation to bid. Here is how 
Hopewell Virginia (population 15,955) _re- 
cently bought street maintenance equipment. 


Hopewell’s paving costs were out of line. 
Superintendent of Public Works W. P. Cleve- 
land, City Engineer W. M. Altman, Jr., and 
City Manager R. Thomas Hobbs met to 
discuss the problem. An obsolete asphalt 
distributor proved to be responsible. A mod- 
ern high-capacity machine was obviously the 
answer. 


The City Council, after studying the City 
Manager's report, gave him permission to 
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LEFT TO RIGHT: 

Public Works Supt. Cleve- 
land, City Engineer Alt- 
man, and City Manager 
Hobbs inspect the new 
Standard Steel Asphalt 
Distributor. 





Inset: R. Thomas Hobbs 


advertise for bids. He then went to the 
MunicipaAL INpDEX, the annual purchasing 
guide for city officials, to locate the manu- 
facturing companies, and bidding invitations 
were mailed. Standard Steel Works of North 
Kansas City, Missouri, made the sale. This 
firm has advertised in the MunicipaL INDEX 
regularly for years. 

City Manager Hobbs writes, “We also use 
THE AMERICAN City each month in our work 
as a reservoir of ideas from other cities. It 
helps us acquire factual data and convincing 
reasons why we should enter into a certain 
project or take steps to purchase a specialized 
piece of equipment.” 


You too can receive invitations to bid if 
you, like Standard Steel Works, invest your 
advertising dollars in the MunicipaL INDEX 
and THe AMERICAN City. 


THE AMERICAN CITY + MUNICIPAL INDEX 
470 Fourth Avenue, New York 16, N. Y. 














to men buying more chemicals than ever before: 
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Timing Counts .. !: w 
split timing behind merger 


with company having many divis 


Timing makes most of news interest, chemical buying season 


® WHAT DOES the customer get out 
of the merger of two suppliers? 
One company . . created by one of 
the biggest new industrial mergers 
turned to business publication 
advertising to give its answer to 
that question. The objective was to 
give a good and convincing answer, 
give it fast and at relatively low 
cost and give it while the customers’ 
interest was still strong in a major 
industrial news event . . the merger. 


The company is Olin Mathieson 
Chemical Corp., Baltimore, Md., 
created by the merger of Olin In- 
dustries, East Alton, IIl., and Mathie- 
son Chemical Corp. in Baltimore. 
offered by Olin 


a greater diversity of 


The answer 
Mathieson: 
products and service for the cus- 
tomer . . with the research and pro- 
duction experience of each division 
contributing to all other divisions. 
The divisions, said the new corpo- 
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ration, would be interdependent, 
working together like the wheels 
and gears of a clock. That idea, with 
the help of artist and copywriter, 


was put in the ads. 


Hits ‘em While They‘re Hot. . 
Plans for the cam- 
paign were made before the merger 


advertising 


was completed. 

Donald W. Drummond, vice-pres- 
ident in charge of the Industrial 
Chemical Division, decided that a 
campaign should be launched im- 
mediately on the heels of the merger 
so as not to miss the opening of 
the chemical contract season in the 
fall. 

Charles J. Murphy, director of 
advertising for Olin Mathieson, ar- 
ranged a series of meetings in July 
to work out details of the campaign 
with Mr. Drummond and John O. 
Logan, general manager of the In- 
dustrial Chemicals Division, ad- 
vertising manager John R. Schmertz 
and the company’s agency, Doyle, 
Kitchen & McCormick, New York. 


Merchandising Adds Push . . 
A campaign of two-color spreads 
was completed in time to run in 
September, October and November 
in Chemical Week and in Business 
Week and Fortune, along with 13 
insertions in the Wall Street Jcur- 
nal. The campaign was in addition 
to the regular advertising schedule 
in these and other publications. 
Merchandising the campaign, a 
series of four-page folders with 
Fortune covers was mailed to 5,000 
key executives customers and 
prospects whose names were col- 
lected by the sales force. And re- 
prints were supplied to salesmen 
for personal distribution. s 
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Consumer product hits snag . . 
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By Lee Polisner Genera! Sales Manager 


® DECLINING SALES are a matter of 
real concern for any company. It 
was especially alarming for our 
small company to find that our 
product was being crowded out of 
the market by aggressive compe- 
tition enjoying the advantages of 
well advertised lines, low cost pro- 
duction and intensive sales cover- 
age. 

Our obvious reaction was to ex- 
amine our price structure for pos- 
sible price reductions. After such a 
study, the conclusion reached was 
that price reductions could only 
lead to vanishing margins and even 
more of a predicament. 

We considered boosting advertis- 
ing and sales budgets, but aban- 
doned that idea. We couldn't afford 
the needed, formidable sales and 
advertising effort. So we decided to 
start research for new markets to 
replace the sales volume which was 
being lost to larger more efficient 
producers in other markets. 

The question then arose: if com- 
petition were strong in one market, 
wouldn't the same _ competition 
move into other markets and pre- 
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sent the same opposition? The an- 
swer that our company found is that 
a small company can discover cer- 
tain markets where a highly spe- 
cialized product or service is de- 
manded. Such a market can present 
a more attractive picture to a 
small company than a large one. 

We then studied ways to look for 
profitable markets. Our 
limited capital did not permit an 


outside consultant. So we assigned 


new and 


engineering and sales to study our 
product jointly for other uses and 
markets. 

Once we had reached our con- 
clusions, we tested the markets for 
reaction through our sales repre- 
sentatives, strategically placed busi- 
ness paper advertising, direct mail 
and what we have found to be most 
revealing: publicity items in busi- 
ness papers. For, if your product 
really fulfills a need, the reaction 
to the news is immediate. 

This publicity, after company re- 
search had engineered new uses for 
our product, uncovered for our 
small company a totally new mar- 


ket which has produced over the 
years a substantial increase in sales. 
The new market has served as a 
firm basis for volume sales and has 
made up the slack of declining sales 
in another market. 

Our situation was something like 
this: we were a small manufacturer 
complete line of household 
heating boilers. Operating in the 
eastern half of the country, we had 
over 100 franchised dealers who 
were quality line of 
patented boilers to home owners. 
Gradually, due to the stepped up 
merchandising and _ distribution 
methods of well pro- 
ducers, we found that we were los- 
ing a goodly number of dealers to 
well established names and price 
cutting competitors. The result was 
a gradual decline in sales. 


of a 


selling our 


advertised 


Since our unit was a_ patented 
unit, the design of which was much 
more costly than competitors’, we 
found that we simply couldn’t com- 
pete price-wise against competition 
which manufactured strictly on a 
low cost, mass production basis. At 
the same time, the dealers relied 
more heavily on pre-sold products 
that required little sales presenta- 
tion. As we attempted to strengthen 
our dealer organization, we found 
that new markets would have to be 
developed to really strengthen our 
over-all sales volume. 





ANOTHER CASE HISTORY ON EXCLUSIVE CONSOLIDATED CURING 
Demonstration of Successive Use 

Of Saturated and Superheated Steam 
At Fort Myers, Fla. Block Plant 
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® Note Reverse Side For Mlustration Of Consolidated Duo Boiler 
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How We Got the Data . . 
Our engineering department dis- 
covered that the patented advan- 
tages of our boilers could be used in 
various industrial processes. By 
studying the steam demands in many 
industries, we found possible mar- 
kets in the dairy, food, processing, 
canning, baking and concrete in- 
dustries, which could benefit from 
advantages of our units. 

We collected our data on indus- 
trial steam demands from an analy- 
sis of the machinery used in various 
industries. For example, we gathered 
such information from reports in the 
field, business publications and in- 
dustry reports. These sources would 
show that a certain industry uses 
steam; then we investigated the ex- 
tent to which the industry is de- 
pendent on steam. This entailed a 
study of the amount of steam-op- 
erated machinery in an average 
plant. 

Take the dairy industry, for ex- 
ample. The average dairy is a heavy 
user of steam with pasteurizers, 
bottle washers, can washers and 
heating requirements. Once we knew 
this, we measured the market by 
finding out the number of plants. 

Thus each industry was studied 
on the basis of steam requirements 
in typical plants. 

After a period of research and ap- 
plication testing, the industrial boil- 


Next 


and this.. ... 


er line was set up. The accompany- 
ing illustrations contrast the indus- 
trial unit with the household unit. 
Note that both units resemble each 
other, since they are both protected 
by the same basic patent, but the 
additional engineering on the in- 
dustrial unit is obvious. 

We released news items to busi- 
ness publications in each market, 
telling about the advantages of the 
unit in that market. We made a 
careful study of markets and pub- 
lications reaching them by using 
INDUSTRIAL MARKETINGS Annual 
Market Data & Directory Number. 

Our news announcements, or pub- 
licity releases, were published in 
food processing, canning, baking, 
dairy and concrete industry publi- 
cations. With the exception of the 
concrete industry, the response was 
normal, evenly scattered inquiries. 

But in the concrete industry the 
response was immediate and over- 
whelming. Almost 50 inquiries came 
in within several days after the 
article was published. Since the 
industrial boiler entailed a_ unit 
value many times larger than the 
household boiler, it required less 
unit sales to bring up our dollar 
volume. Furthermore, this was a 
market that appreciated the inher- 
ent advantages of highly engi- 
neered products and was not over- 
whelmed by the sound of a name 


alone. Some of these inquiries were 
turned into sales and we were soon 
on our way in this market. 

Since then we have carried on 
business paper and mail drives, and 
product-application publicity. 

The schedule included Concrete, 
Concrete Manufacturing, and Pit & 
Quarry. We now have eight sales 
representatives covering this indus- 
try alone, and they are doing a 
creditable job. 


Small Company Formula . . 
Whereas formerly we were selling 
a line of domestic heating boilers 
through dealers to home owners, 
with no industrial sales, we now 
have built industrial sales to 70 or 
80° of our total volume. What at 
first seemed like a means for merely 
filling in our sales, has become a 
backbone of our business. If we had 
not moved into engineered sales to 
industry, our gross sales volume 
would have suffered. 

But our total sales now are about 
even with what they were in good 
times in the home market. 

Marketing research and business 
publication publicity and advertis- 
ing has done a job for our small 
company; these things can be equal- 
ly effective for any company that 
has something different to offer and 
would like a quick test of a new 
market reaction. ® 





THE NEW 
IMPROVED 


BLOCKS 


© Steam Cured 
© Precision Mede 


UNION AND JACKSON 





“Something New Under The Sun!” 


The Fort Myers Ready Mixed Concrete Co., Inc. 
and 


Concrete Masonry Corporation 
NOW. . .For The First Time In Fort Myers and Southwest Florida 


“Beauty That Stands Out—Quality That Stands Up” 
The FORT MYERS & NAPLES READY MIXED CONCRETE CO., Inc. 


(CONCRETE MASONRY CORPORATION) 


Presents... 
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snapped uf 


shed it in ads. 
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Samples can help you sell 


the industrial buyer faster 


Several companies find a new use for an old consumer technique 


By J. R. Hess 


® IF YOU FIND it hard to ignore a 
sample that 
mails, you're normal. 


comes through the 
purchasing 
agents, clerks, doctors, engineers, 
architects 


Business executives, 


almost everyone re- 
sponds to the curiosity appeal of a 
bag, a box, a package or a bulky 
envelope 


68 /in justrial Marketing 


Expert salesmen long have known 
the value of getting the prospective 
buyer to touch, feel, hold or try the 
products they're selling. With the 
product in his hands, the prospect 
gives it his undivided attention. He 
can feel it, heft it, work it, test it. 
He can judge it carefully . . sell 
himself on its merits. 


Despite its effectiveness as a sales 
tool, the mailed sample often is over- 
looked in the industrial field. Why? 
Because a lot of industrial adver- 
tising managers and sales managers 
figure their products don’t fit the 
sampling technique. 


Sells 10,000 Drill Bits . . 
Despite this feeling, many indus- 
trial products are particularly adapt- 
able to direct mail sampling cam- 
paigns. 

For example, to introduce a new 
drilling bit to the mining industry, 
one of our clients produced an in- 
expensive campaign consisting of 
three mailings to coal mine pur- 
chasing agents, foremen and other 
selected prospects. 

The first mailing was an _ illus- 
trated die-cut letter describing the 
new drill bit. Two weeks later, the 





prospects received the actual steel 
drilling bit in a cloth mailing bag. 
The tag tied to the bit urged the 
recipient to test it in the mine and 
prove to his own satisfaction that 
the new bit would drill holes deep- 
er and faster than other bits. The 
third mailing, two weeks later, was 
a four-page sales bulletin with a 
cover letter and return card asking 
for a trial order. 

One order for 10,000 bits was 
traced directly to this campaign, 
and salesmen reported that it opened 
doors, saved time and made their 
follow-up steps considerably easier. 
Letters, samples, cards and bulletins 
also were offered to the company’s 
distributors for their own promo- 
tions. 


Supplements Space Drive .. 
Jones & Laughlin Steel Corp., Pitts- 
burgh, used a two-time mailing 
technique to supplement its space 
advertising campaign on a new type 
of wire rope. This rope looked like 
any other wire rope on the outside 
but the inner core was of plastic 
instead of steel or fiber. The plastic 
core was strong, resilient and un- 
affected by water, acids, caustics 
and other sub-surface hazards. 

In the first mailing, contractors 
and oil country drillers received an 
attractive self-mailer which featured 
the advantages of PlastiKore Wire 
Rope. The attached reply card made 
it easy for them to respond fcr more 
information. J&L distributors re- 
ceived the inquiries directly, since 
the reply cards were imprinted with 
the local distributors’ name and ad- 
dress. 

Two weeks later a sample of the 
PlastiKore material mounted on a 
descriptive card was mailed to the 
same lists. There was the sturdy 
sample, and the card listed its ad- 
vantages. Interested prospects could 
see and handle the new core . . per- 
form any tests they desired with it. 
On their follow-up calls, distribu- 
tors’ salesmen found many _ pros- 
pects already keenly interested in 
PlastiKore and sales closings were 
quicker and easier. 


TV Mast Samples. . To promote 
Perma-Tube, J&L’s steel television 
masts, we produced a sampling cam- 
paign and mailed a small Perma- 
Tube section in a cloth bag to dis- 


tributors and dealers. The samples 
were one inch long, one inch in di- 
ameter, and were cut from regular 
5-foot long tubes. 

A tag attached to each sample 
bore this “Please Ex- 
amine This Perma-Tube Sample! 
It’s made of 16 gauge J&L electric- 
. heavier and stronger 


message: 


weld tubing . 
than ordinary conduit used for TV 
masts. Note the special corrosion- 
resistant coating inside and outside. 
To get Perma-Tube in 10’ and 5’ 
lengths call your nearest service 
branch” . . and the correct local 
imprint was used. Prospects could 
see what Perma-Tube was. . gain 
first-hand knowledge of its strength 
and rust-proof characteristics by 
examining the sample. 


Sets Sales Record . . The problem 
of how to tell 11,000 industrial buy- 
ers about new First Aid Kits in 
time for the 1953 National Safety 
Congress was solved via a direct 
mail campaign we_ produced for 
Mine Safety Appliances Co. 

The campaign included nine mail- 
ings to the same prospects at three- 
day intervals. Illustrated post cards 
and letters were interspersed with 
ammonia ampoules and_ inhalants 
in a small mailing box .. a two-inch 


compress bandage attached to a 


letter . . and 
metaphen, and 


swabs of iodine, 


merthiolate, mer- 


churochrome in a _ small mailing 
bag. 
Prospect interest was high and 


record crowds visited the com- 
pany’s booth at the National Safety 
Congress to see the new First Aid 
Kits. Salesmen 
about the campaign and eager to 


talk about the new kits during their 


were enthusiastic 


regular sales calls. As a result, new 
sales records were made in many 


territories. 


Keys Up Prospects . . Follansbee 
Steel Corp., Pittsburgh, discovered 
that a substantial number of new 
architects and builders had never 
seen their Terne Metal . . sheet steel 
coated with an alloy of tin and lead 
for roofing and weather-sealing in- 
stallations. This material had been 
in use for more than 100 years and 
commonly was referred to as “roof- 
ing tin.” It had been improved in 
quality and permanence so that it 


was ideal for roofing the modern, 
ranch type homes. This was the 
story Follansbee wished to tell. 

The company sent out a mailing 
piece consisting of a four-page, pop- 
up type folder illustrating the use of 
Terne Metal on a modern, flat roof. 
This piece invited the recipient to 
the Chicago Builders Show and 
featured a cardboard key to the 
hotel room where the Follansbee 
exhibit was located. Attached to 
the key, simulating a hotel key tag, 
was a sample of Follansbee Terne 
Metal. With these samples in their 
hands, architects and builders could 
readily see the ductility and easy 
workability of the material. Hun- 
dreds came to the show room with 
the key and sample in their pockets 
about Follansbee 


to learn more 


Terne. 


To Stop a Parade. . Why not take 
another look at your product and ask 
yourself how you can put extra 
showmanship into your selling mes- 
sages? Then weigh the advantages 
of sending a sample by direct mail 
advertising. 

Remember, you're talking to a 
parade . . not a static audience. Per- 
haps only a small percentage of pos- 
sible customers ever has seen your 
product. And when you consider 
that a salesman’s call on a cold 
prospect costs between $15 and $20 

think of the advantages to be 
gained by sales conditioning the 
prospect first with samples via di- 
rect mail. a 


Tet 
SOFT, FLEXABLE 
CRIMDIMG WHEEL 


Feel the Wheel. . 


Merit Products ilver 
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What's happened to the business publication field in the past 22 years . . growth in 


Series 1952 1951 1950 2947 1946 


A. Publications 
Number i772 N. C. N. C. 
% Over Prev. Year ‘ - ~ 
% Over 1935 21.5 


Circulation (Millions) 

Amount e . 24 23 
% Over Prev. Year - 

% Over 1935 1 135.9 


Adv. Page (Thousands) 

Amount 1,073 
% Over Prev. Year = 

% Over 1940 158.6 


Adv. Dollars (Millions) 

Amount $ 372.0 
% Over Prev. Year 5.0 
% Over 1933 1062.5 


Adv. Dollars Per $1,000 
of Gross Nat. Prod. $ 1.05 
Over Prev. Years 8.2 
% Over 1933 84.2 


Adv. Dollars Per $1,000 
of National Income 

% Over Prev. Year 

% Over 1933 


Adv. Pages Per $1,000 
Wages Paid 
(Non Agricultural) 
% Over Prev. Year 
% Over 1940 


Adv. Dollars Per $1,000 
Wages Paid 
(Non Agricultural) 
Over Prev. Year 267 
% Over 1940 . 32.4 


Adv. Dollars Per $1,000 
of Total U. S. Adv. $46.50 45.42 5-79 . 7 53.57 
% Over Prev. Year 2.4 - 0.8 7 6.0 
% Over 1933 88.9 84.5 86.0 < 117.6 105.2 


Adv. Dollars Per $1,000 

of Plant & Equipment 

Expenditures $13.68 12.48 12.36 10.23 12.65 11.25 13520 
% Over Prev. Year 06 1.0 20.8 - 19.1 2.3 - 0.1 -186.4 - 40.6 
% Over 1936 36.8 24.8 23.6 2.3 26.5 2 12.5 12.6 38.0 


Average Income Per Page $ 347.00 330.00 322.00 310.00 299.00 274.00 241.00 212.00 
% Over Prev. Year 5.2 2.5 3.9 367 267 6 1357 1337 19.1 
% Over 1940 125.3 114 .3 109.1 101.3 94.2 89.0 77.9 56.5 Ey ey f 


Cost Per Thousand N. C. $ 20.29 20.54 20.86 21.80 Ne. Cw. 19.48 N. Co Ne Ce 
% Over Prev. Year - = A52 ~<- 165 = be3 - - - 
% Over 1940 ~ 22.5 24.0 2549 31.6 - 17.6 - - 


® IT IS ESTIMATED that approx- 


es 
Business paper volume to rise (6oiio.s372000.000 will be invested 


in business publications during 
1954, a 5°% increase over the $354,- 
3% to $372,000,000 in 1954 $00,000 ace page ng “i 


Looking ahead we foresee a vol- 

ume for 1955 approaching the $390,- 

1955 to be even greater. . near $390,000,000 000,000 level. Here then, is strong 
evidence that advertisers have main- 

tained and increased their selling 

By Angelo R. Venezian Asst. to Director of Advertising Mc Hill Publishing C efforts, which indicates more wide- 
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circulation, revenue, page volume, many other things tell the story 


19e5 9b 1943 1%2 1% 1940 


N. C. 


1,453 
- O04 


13.6 
32.0 


1.70 
18.9 
19.7 


1.43 
20.2 
0.7 


1.19 
11.9 
16.2 


59.22 
12.5 
140.5 


42.35 
14.9 
72.0 


52.63 
24.3 
113.8 


28.65 
74 . 
186.5 166.7 
178.00 167.00 155.00 

6. 727 ° 


15.6 
N. C. 


13 s6l: 
48.7 = 
36.1 ~ 


26.67 
96.0 


148.00 
= 6.3 
8.4 0.6 = 3-9 


N. C. 15.81 


N.C. 


- 4.6 


spread understanding and accept- 
ance of the value and usefulness of 
business publications in coordinat- 
ing and attaining sales objectives. 

Heretofore, as business volume 
declined, advertising volume has in- 
variably followed. Currently, in- 
dustrial companies have intensified 
their sales and advertising efforts, 
and perhaps as a result, the business 
climate at present is optimistic for 


1,474 
1.0 


1367 
33.0 


415 


36.86 


9.2 
49.7 


9.15 


729 
8.5 = 


158.00. 
2.6 


mans DP 4 
1.6 


154.00 


2.6 - 


N. C. 


16.57 


the future, particularly for those 
companies who, having strengthened 
their sales and advertising, are in 
the best position to profit from this 
swing in business optimism. The re- 
cent liberalization of the deprecia- 
tion tax laws should enhance the 
position of these sales and adver- 
tising-minded companies, as well as 
accelerate selling and advertising 
efforts still further throughout the 


1939 1938 1937 


business field. 


1933-1954 . . Looking back over 
the growth of advertising in business 
from 1933, we have seen business 
papers climb from a $32,000,000 in- 
dustry to an industry nearing the 
half billion dollar mark. The climb 
through the end of 1953 has been 
more than 1000°%. Over the 22-year 
span tabulated in Table 1 a total of 
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$3.4 billion has been invested in 
business publications. All these fig- 
ures are for gross space costs (in- 
cluding agency commission); they 
do not include mechanical produc- 
More than half of this 


$3.4 billion investment in business 


tion costs 


publications has been recorded in 
the past six years 
for 1954 are 


estimated at about the same as the 


Advertising pages 
1,073,000 pages run in 1953. From 
1940 to 1953, page volume shows a 
158° increase. If the 1954 estimate 
holds up, or is bettered, it will be 
the third consecutive year in which 
page volume will have topped the 
1945 peak of 968,000 
Merely on the speculative 


advertising 
pages 
side, if page volume had matched 
the annual dollar volume gain, ad- 
vertising investments in business 
papers would have exceeded $800,- 
000,000 during 1953, which is more 
than double our present estimated 
volume 

The estimates on business papers 
are probably more accurate than 
estimates of advertising volume in 
other media. The estimates are based 
on reports from 1,684 business pub- 
lications, representing 92° of the 
1,838 publications covered. The study 
makes use of reports from individual 
publications which cooperated, plus 
McGraw-Hill’s own space check of 
several hundred business publica- 
tions. Supplementing this, the an- 
nual volume figures that appear in 
INDUSTRIAL MARKETING were used. 
The estimate of business paper vol- 
ume does not include general news 
magazines, business news _ publica- 
tions, catalogs, directories or Ca- 
nadian publications. 

Table 1 provides a picture of the 
business paper field from 1933-1954, 
with several gaps in early years 
when figures were not compiled. 
Signs of More Growth . . 
As Table 1 shows, we have had an 
increase of 25° in the number of 
publications 1940, 
with the total going from 1,474 to 
1,838 (series A). 


An interesting analysis is pre- 


business since 


sented on the amount of business 
paper dollars per $1,000 of gross 
national product. The figures show 
that 1953 was the highest ratio ever 
achieved, $1.05 of business paper 
$1,000 of 


advertising for every 
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G.N.P.; an increase of 84°7 over the 
1933 ratio (series E) 


evidence on the increased 


Here then is 
further 
use of business paper advertising. 
This is further documented by the 
next group of figures in series F 
showing business paper advertising 
$1,000 of 
come in 1954. It is estimated that 
this will run about $1.24 of BLP. 
advertising for every $1,000 of na- 


dollars pe national in- 


tional income the highest ratio 


ever achieved, and some 53° over 
the 1933 ratio 


Series G & H in Table 


a picture of advertising pages and 


1 provide 


dollars to non-agricultural wages 
paid in other words, how much 
advertising was employed for every 
$1,000 of non-agricultural wages 
paid. This shows an interesting situ- 
ation; while the dollar investment of 
business paper advertising — per 
$1,000 of wages has gone from $1.42 
in 1940 to $2.02 in 1953, an improve- 
ment of 42.3°7; advertising pages, 
in other words physical advertising 
effort per $1,000 of wages, has gone 
down one-third since 1940. Not only 
has the advertising dollar per $1,000 
in wages failed to keep pace with 
the general business needs and the 
growth of the economy since 1940, 
but actual physical effort, ie. ad- 
vertising pages, is one-third less 
than the physical effort employed 
per $1,000 in wages during 1940. In 
1940 advertisers used .009 of a page 
$1,060 
1953 this was down to .006 of a 
$1,000 of 


Measured in this manner, therefore, 


for every wages paid. In 


page for every wages. 
business paper advertising is carry- 
ing a greater burden than it did in 
1940. Yet, with increased productive 
capacities, the problems of wages 


and sales are greatly expanded. 
Business might do well to analyze 
its trend of business paper adver- 
tising in terms of pages and dollars 


versus Wages paid 


Needed: More Effort . . Series I 
indicates the ratio of business paper 
advertising to total advertising vol- 
ume in the U.S. In 1933 this totaled 
$29.62 for every $1,000 of total U.S. 
advertising. In 1953 this has gone to 
$46.50 for every $1,000 of advertis- 
ing, an increase of 88.9°%. 

However, 1953 does not represent 
the highest ratio . . the peak was es- 
tablished in 1945 when it hit $64.66 


for every $1,000 of U.S. advertising. 
In fact, the entire 1943 to 1948 
period exceeds the current ratio. 
These figures, therefore, indicate the 
opportunity and need for greater 
effort in business papers, more in 
keeping with the proportion and im- 
portance of industrial sales in the 
pattern of American business. 

This is further demonstrated in a 
study of Table 3 showing the trend 
of total U.S. advertising versus busi- 
ness paper advertising. While busi- 
ness paper advertising registered 
the greater growth since 1940 (675° 
as compared with 362°, for total 
U.S. advertising), nevertheless, dur- 
ing the past eight years the average 
increase of total U.S. advertising has 
been 16.59% per year, as compared 
with 10.9% 
business papers during this same 


per year averaged by 


period. 

Series J shows the ratio of busi- 
ness paper advertising per $1,000 
of plant and equipment expendi- 
tures. Currently, this ratio is shown 
as $13.68 per $1,000 of plant and 
equipment expenses, an increase of 
36.8°% over 1936. Here again, how- 
ever, while the trend in the past 
four years has been on the rise, the 
current ratio is well below the 1943- 
44 and °45 peaks. 

Series K shows the average in- 
come per page which was developed 
by dividing total business paper ad- 
vertising dollars by the number of 
advertising pages. By this method, 
income per page currently averages 
$347, as compared with $154 in 1940, 
an increase of 125°. The greatest 
gains occurred in 1946-47 and 748. 
However, this should not be inter- 
preted as an index of actual adver- 
tising costs, because of the variety 
of factors affecting these figures, 
such as changes in the number of 
publications, color, bleed, frequency 
of schedules, etc. Further, these fig- 
ures do not make any allowances for 
the great growth of circulations dur- 
ing this period. 

Series L shows what has happened 
to the cost per 1,000 during this 
period. Cost per 1,000 makes allow- 
ances for the increased circulations 
of business publications already re- 
ported under Series B. Using ab- 
solute figures, cost per 1,000 in 1953 
averaged $20.29, as compared with 
$16.57 in 1940. This is an increase of 
only 22.5%. Measured in contrast to 








2. 


Index of Business Paper Advertising Dollars vs. Total U.S. Advertising Dollars 
(Average 1947 — 1949 100°) 


1953 1952 «1951 1950 ©1949 = 1948 «= 1947 = 19K6 «= 14S | Mk SND 


* 


Total U. S. Adv. 52.3 


15.7 


163.5 149.9 134.6 119.6 108.9 101.9 89.2 60.2 57.0 


11.4 12.5 9.8 6.9 lhe D5 . 5.6 9.0 
70.1 61.0 


% Over Prev. Year 9A 


% Over 1935 361.9 4707 


323.4 280.2 23729 207.6 152.0 


* Bus. Paper Adv. 
% Over Prev. Year 


% Over 1935 


1953 
Circ. 
9,933,706 
1.8 

198.1 
8,672,199 
= 367 
91.9 
73,201,997 
9.7 
129.2 
2,583,766 
= O61 


3701 

A.B.C. & B.P.&.. (CCA) 260,460 
Over Prev. Year - 
% Over 1940 a 


S/P & S/F 
% Over Prev. Year 
% Over 1940 


A.B.C. 
% Over Prev. Year 
% Over 1940 


Sworn Paid 
% Over Prev. Year 
% Over 1940 


B.P.A. (CCA) 
Over Prev. Year 
% Over 1940 


Sworn Free 
Over Prev. Year 
% Over 1940 


1,148,001 
41.5 


Total 29,859,469 
% Over Prev. Year 6.1 
% Over 1940 137.7 


the increased cost of other items 
that we are more familiar with, 
such as cost of living, which has gone 
up 115% 1940; 
209°7; and wholesale prices 111; 
cost per 1,000 of business papers is 
well below the general 
that have occurred in our economy 
since 1940. 


over retail prices 


increases 


What Happened to Cost... A 
more accurate and realistic picture 
of what has happened to advertising 
costs can be visualized from a study 
of 249 comparable publications 

1940 versus 1954. This study showed 
that during this period the average 


1952 


Circ. 
9,753,708 
74 

192.7 
9,004 .869 
11.5 
99.3 
6,622,041 
4el 


1951 


Circ. 
9,081,748 
21.9 
L725 
8,074,256 
- 1.0 
78.7 
6,363,124 

9.0 


eh 
02 


05 31k ek 


Business Publications By Type of Circulation or Distribution 


5,839,540 
18.5 


86.6 83.7 
3-5 15.4 


300.5 


19,836 
75.9 
92.7 

9,050,176 
7h 02 
100.3 


4,929,520 
59 ok, 


72.5 
2h. 


246.9 


nd mect 


504 


3,650 
3: 


’ 

5,195,137 
15.0 
15.0 

3,091,896 
- 2.4 


Circ. 


3,332,250 


4,518,143 


3,168,013 


2,752-309 
7.0 


28,132.927 


100.9 
2,573,390 
"1027 
36.5 
N.C. 


109.0 84.03 


2,880,777 
«Sok 
46.0 52.8 


N.C. N.C. 


26,092,518 
7.8 723 
105.1 90.3 


24,326,553 
3.6 
77 oh 


publication increased its circulation 
31% 1940. This 
group of publications showed an in- 


over comparable 
crease in their 12- or 13-time black- 
and-white rate of 109%. In general 
this than the 
increase industrial 


increase was lower 


among. specific 
products, general costs, or even me- 
chanical production costs. And when 
you relate the increase in circula- 
tion versus the increased rate, the 
advertiser actually pays on a cost- 
per-1,000-people 39% 
more than he did in 1940. 


basis only 

For example, a page of advertis- 
ing costing $100 in 1940 would now 
cost $209, but the circulation pro- 


23,483,187 


55.6 
3,083,655 

88.1 
63.6 


N.C. 


- 2.4 - 


1,639,031 1,884,857 
~'13.6 pa 


13.0 ~ 
N.C. 


N.C. 


N.C. 811,336 


13,576,568 
- 1.0 
= 1.0 


13,714,599 
73.0 - 
71.2 


vided by the publication (which in 
1940 was 10,000) would now be 15,- 
100 (519% over 1940). This means, 
therefore, that the actual increased 
cost for contacting the people in the 
field served by the publication was 
not 109% but only 39° 
greater, when you account for the 


more, 


increased circulation. The increased 
cost trend of advertising, therefore, 
is far more favorable than that of 
most products. Obviously, a differ- 
ent group of publications in such a 
study would produce a different set 
of figures. Nevertheless, this par- 
of the 
comprehensive that has been made 


ticular study is one most 
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Business Publication Advertising by Field 


(Thousands of Dollars) 


Manufacturing 

Construction & Architecture 
Mining, Petroleum & Lumbering 
Power & Public Utilities 

All Other Industrials 


Sub Total Industrial Publ. 


Retail Outlets 

Personal Services 
Hotels,Clubs,Restaurants, etc. 
Medical Dental & Similar Profs. 
Transportation & Transport.Serv. 
Finance Banking & Insurance 
Government & Education 

Export & Import 

Miscellaneous Trades 


Grand Total All Bus. Publ. $354,298 


1950 





or 
Total 


49.1% 
9.1 
3.8 

“7 5415 

3, 54 


$ 177,206 


~ 


MFNNNUKYNO 
POUFOORIN 


MER NRE WPR oO 
CONMOBRBAHU 


16,349 


-0% 


~ 
2° 
oO 


$ 327,460 


FNVNNNENHO 
NUMER HE OON 


8 


“Kdver. % of 


Vol. ole 
$ 103,367 : $ 78,596 
20,718 11,956 

5. 10, 388 


6,076 


Adver. 


A 
A 


$115,052 


NOBAYANNWY 


33,908 
,, 508 
3,724 


WNNFDYUWDe 
PERDUE RD 


. 


RPNORPeQIOWW 


8 
R 


$ 225,200 $196,000 


cq 
» F see 
(Millions of Dollars) 
2254 2253 
803.4 765.2 


1952 1952 


Indust'l. Adv. 707.1 565.8 


% Over Prev.Yr. 5.0% 25.0 16.3 


% Over 1933 1062.7% 1007.4 923.3 718.8 


6. 


1952 


1953 


0% of National Inc. (Bill. §) 


$152.5 


* Consumer Adver. 


(Bill. 3) 


al Income for 


Adv. 


ation 
$l of Cons. 


every 


* Business Paper Adv. (Mill $) 


National Inc. for every $l of 
Business Paper Adv. 


Ratio 


and provides a realistic basis for 
evaluating the trend of advertising 
rates and costs (see Chart A). 


Volume is Concentrated .. As in 
many other industries a major share 
of the business is conducted by a 
small proportion of the companies 
in the field. The business paper field 
is no exception to this rule. In 1953, 
of the leading publications report- 
ing their page volume to INDUSTRIAL 


MARKETING, 274 out of 1,838, or 
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1951 


Total Industrial Advertising Volume 


1948 
485.9 


1947 1946 
384.4 3 


1950 1949 


486.3 480.5 423.3 


14.8 10.1 


595-4 603.2 456.3 4 


Consumer Advertising vs Business Paper Advertising 


1950 1949 


1948 1947 


110.8 113.1 100.9 


about 15°, accounted for 41% of 
the advertising pages that appeared 
in all business publications. 

INDUSTRIAL MARKETING also reports 
on the page volume placed by ad- 
vertising agencies in business publi- 
cations. Their latest study for 1953 
showed that 437 advertising agen- 
cies placed 506,777 pages . . 47° of 
all business paper volume. Stating 
this another way, less than 18% of 
the advertising agencies account for 
almost half of the volume. 


1245 12k 19 


71.4 321.8 259.1 161.9 138.2 


15.4 24.2 44.6 17.1 10.4 


37-5 365.7 134.3 100.0 


An arbitrary and purely guess és- 
timate of over-all industrial adver- 
tising can be developed by project- 
ing the volume of business paper 
advertising. The NIAA’s study for 
1952 showed that 46°. of the adver- 
tising dollar goes to business publi- 
cations, the other 54°% is spent on 
other types of advertising such as 
direct mail, catalogs and exhibits 
etc. By applying this 46° against 
our annual estimates of advertising 
volume in business papers, it is pos- 


Yontinued on page 76 








that means 
More Marine Business 


for You! 








Congress Authorizes 


20 Navy MSTS Tankers 
ae ee ae 


HEADLINES LIKE THE ABOVE have, in the past few 
months, heralded a renewed prosperity for the shipbuilding 
industry — a whopping $1 billion in new business nou 
looms ahead. 


It's news that means a greater marine market for 1955 for 
everything used in building and fitting out a new ship, from 
basic essentials such as steel, to soap powder for the galley. 


And it’s a quickly demonstrable fact that more men who buy 
or specify these myriad things subscribe for Marine Engineering 
than any other magazine. Advertisers first began to appreciate 
this fact nearly twenty years ago and have been testing it ever 
since. That's why they buy more pages of advertising in Marine 
Engineering than they do in any other marine magazine — the 
favoring margin was better than 60 per cent for the first ten 
months of 1954. 


Is yours a product which is used (or should be used) in the 
great marine industry? If it is, you'll want to know how best 
to reach and influence that market. The new fact-file, “7955 
Market and Media Data” will give you all the details; write 
for your copy today. 


) rat 
rog! a 


by) 


ec V 


6 reasons 
why... 
Marine Engineering 
Is Your No. 1 
Advertising Medium 


1]. Largest audited paid circula- 
tion in the field and the highest 
in Marine Engineering’s history 
—more than 8000 (January- 
June 1954). 


2. Largest paid coverage of 
naval architects. 


3. Reaches more seagoing chief 
engineers. 


4, Greatest reader confidence 
and interest, as expressed 
through subscription renewals. 


5. Leads in pages of advertis- 
ing by more than 60%, first 10 
months of 1954. 


6. Pre-eminent in auxiliary 
sales services for advertisers — 
Weekly Outlook Letter for busi- 
ness tips .. . Annual Directory 
of shipbuilders, ship operators, 
naval architects, etc. 


A Simmons-Boardman Publication 


MaPrine@ saxon 


30 Church Street * New York 7, NY 


AN FRA 
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Business paper advertisers finding bigger markets. . 


sible to project a figure for all in- 
dustrial advertising. Table 5 shows 
the result from 1933 through 1954 
On the basis of these figures, the 
industrial advertising total for 1953 
is estimated at $765,200,000 and for 
1954 it is shown as going up over 
the $800,000,000 mark. 


Business Papers vs. General . . 
Table 6 shows the size of business 
paper volume as compared with se- 
media. For this 


lected consumer 


purpose mechanical — production 
costs have been added to the busi- 
ness paper volume because they are 
included in the general consumer 
figures. As can be seen, business 
papers outrank such media as week- 
ly magazines, women’s magazines, 
general magazines, farm magazines 
and publications, and outdoor ad- 
vertising, In some _ instances by a 
considerable margin. Business pa- 
pers have shown a greater increase 
since 1935 than any of the other five 
media. Advertising agencies should 
be particulariy impressed with this 
series of figures because it shows 
that the total agency commission 
paid by business papers exceeds 
that of the other media shown. This 
should serve to correct some of the 
mistaken beliefs that the business 
paper field is “small potatoes.” 
Additional 
keting importance of the business 


insight on the mar- 


paper field can be established from 
a study of Table 7. It shows that 
if we take income and 
split it about 50-50, as has been 
done in the past, half to represent 


national 


the general consumer market and 
the other half to represent the busi- 
ness market, we can then compute 
the amount of impact advertising 
has on each of these two markets. 
On this basis, in 1953 every dollar 
of general consumer advertising 
tapped $33 of the national income. 
On the other hand, every dollar 
of business paper advertising tapped 
$386 of national income . . a ratio 
of 12 to 1. Stating it another way, 
on the basis of this estimate busi- 
ness paper advertising taps a mar- 
ket 12 times greater than the mar- 
ket tapped by the general consumer 


*Mechanical 
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advertising dollar 


Outlook Greater than Ever .. 
As markets keep expanding and as 
circulations grow in keeping with 
the expansion of the economy, busi- 
ness paper markets offer greater 
market opportunities than ever. 
Expenditures for plant and equip- 
ment in 1954 are four times what 
they were in 1940 ($6.5 billion for 
1940 — $27 billion for 1954). The 
actual market potential, therefore, 
as reflected by plant and equipment 
expenditures, has increased some 
300°%, over the 1940 market po- 
tential. So business paper circula- 
tions are hitting a market potential 
four times greater than in 1940. 
Progress has been so rapid that 
machines, equipment and materials 
have become obsolete, virtually 
overnight. Here, then, is a record 
of expansion. Plant and equipment 
expenditures are high; there are 
more workers, more establishments 
all factors which reflect greater 
activity and therefore larger mar- 
ket opportunities. A greater poten- 
tial for today’s business paper ad- 


vertiser. 


Competition is Back . . Operating 
costs over the past nine years or 
more have been on the rise. Until 
recently, however, it hasn’t been 
difficult for management to cope 
with the problem volume was 
expanding, demand was keen, and 
it was not overly hard to pass costs 
along to the buyer so as to restore 
profit margins. Today this is all 
changed . . no more seller’s market, 
no more inventory profits; the new 
setting reveals the toughest compe- 
tition situation that we have seen in 
years, but competition in American 
business is normal. 

The problems of competition and 
profit margins can and have been 
handled through the maintenance 


and expansion of sales volume. 
Sales are the key to protecting profit 
margins and today’s progressive 
company is aware of the need for 
greater emphasis on sales and sales 
offer 


advertisers a sales tool which, co- 
plans, 


objectives. Business papers 


ordinated with their sales 
can help protect market position and 
simultaneously lower the unit cost 
of sales so necessary in_ today’s 
profit margins. 

Our population growth has been 
so tremendous that in the next half 
a dozen years industry will have to 
spend $500 billion to meet the needs 
of 20,000,000 more consumers. If our 
standard of living is to be main- 
and we hope 
. the increased population 


tained or bettered . 
that it is . 
charted and expected for our coun- 
try over the next generation will 
continue to provide the opportuni- 
ties for a sound, healthy, and useful 
business paper industry. 

These tables contain ample evi- 
dence on the size of the business 
paper industry and the importance 
that business papers play in the 
marketing of products. It’s a_ big 
industry that keeps growing in 
keeping with our productive ca- 
pacities and sales needs. But these 
tables also contain evidence that 
even greater sales efforts can be 
made through the medium of busi- 
ness papers. In view of the fact that 
business paper advertising volume 
parallels fairly closely the growth 
of business, wouldn’t this indicate 
that increased sales effort through 
continue to 
over-all 


business papers will 
stimulate and accelerate 
business activity? = 





7 of 


ThE DOW CHEMICAL COMPANIES SR PUSTICS ARE ago ENGINEERED THE DOW CHEMICAL COMPANY DOW es 
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TO 


GET 


THE DOW CHEMICAL COMPANY DID— 
BETTER for National Plastics Show. Hundreds of plastic home use products 


were shown in room settings. Participation push buttons identified 
different DOW plastics “Application Engineered" for different 


products. Results were “Best ever in attendance, interest, sales.” 


RESULTS 


FROM 


SWIFT & COMPANY DID— 
YOUR for 8,000 square feet "FOODS FOR 


LIFE" exhibit in Museum of Science ‘and 
Industry, Chicago. Picture shows "Basic 
7" food group story, with revolving 
EXHIBIT wheel, lighted transparencies,, sound. 
Recent check showed over 80% of 


Museum attendance visits Swift exhibit. 





PROGRAM 


— ONEIDA LTD. DID— 


for National Jewelry Show, with dominating, 3-space exhibit. Client 











said, An outstanding job, was talk of Show.” Many dealers copied 
CON SU LT space-saving, wall mounted display idea for silverware chests— 


developed by General Exhibits. Also addpted lighting treatment. 
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eneral exhibits and displays, ine. 


y 2100 N. RACINE AVE. - CHICAGO 14, ILL. + PHONE: EASTGATE 7-0100 
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the world of 


gets its own 


PETROLEUM | 
WEEK. _2 


@ A MCGRAW-HILL PUBLICATION 


EVERYTHING IMPORTANT IN OIL will be the unique province 
of Petroleum Week. This new communication service will keep 
men who matter posted on every phase of the oil industry — by 
giving the big picture fast, by filling in important details too... 
through an important new technique of writing for variable-speed reading. 








business weekly 


troleum publications or by the general business press. 


Oil is a fabulous business—colossal, and still growing. 
Its gain in volume of output in the next two decades 
will outstrip even the amazing growth of the last quar- 
ter century. Its technology progresses so fast that gal- 
loping obsolescence is a state of normalcy. Oil has 
molded the American way of life, created empires, 
determined the course of at least one Woild War. 


Oil men learn fast, think fast, act fast. Theirs is a 
world whose tempo quickens daily. Within their own 
realm, these men—the men who really matter through- 
out the oil business—need a communications service 
totally different from that now provided either by pe- 


They need a cross-communication service that briefs 
the reader on everything important that happens to 
or in the oil industry—every segment of the industry, 
not just his specialty alone. This need goes far beyond 
spot news reporting, beyond analysis of trends, beyond 
coverage of technology, ye’ it includes all of these. 
This information must be presented so a reader can 
hit all the high spots in a matter of minutes—then 
focus his attention and find all significant details too. 
Impossible? We don’t think so. The story on the next 
two pages tells why. 


PETROLEUM WEEK 


330 West 42nd Street, New York 36, N. Y. 


A McGRAW-HILL 
PUBLICATION 


December 1954 /'79 





.. a totally new publication, a 
totally new concept of writing for 
busy readers, enters the business 


press. 


Petroleum Week’s assignment is to meet & 
two big needs shown in our research... 


. . « 1—For a truly industry-wide and 
industry-deep publication covering sig- 
nificant developments in all segments 
of the oil industry — with the facts tech- 
nically correct but interpreted into plain 
English for broad usage throughout the 


industry. 


. .. 2—For a publication that can be read 
efficiently, at high speed, by busy men 
in an industry deluged by a mass of 


communications. 


PETROLEUM & 
WEEK 2 


RAW-HHLL PUBLICATIO 


z 


GO gSes of owt for one big of union... 
Philos cose vohmon beginnang te sell 
Demand wns up agen 

Can coat step the dock? 

Bopper wate flooding proyect . 
How muth mare ofl trom gas cyding?...... 
When tranion of comes bock 
Here come: the gas turbene 
Pacific Northwest new battleground = 
Decling the dealer in on public retations 


YOUR 1955 BUDGET WILL MAKE YOUR AD- 
VERTISING DOLLAR WORK HARDER IF IT 
INCLUDES AN APPROPRIATION FOR PE- 
TROLEUM WEEK. Pilot issues are being 
printed now... regular publication will start 
in July. Be sure to capitalize on the intense 
interest this new magazine will arouse 
throughout the oil industry! 


Seeeseeezrace 








CP How we plan to serve Need 


No.1—for a truly all-industry 
publication: 


There are many oil publications serv- 
ing specialized branches. We publish 
some of them ourselves. They have im- 
portant roles to play. But the industry 
tells us that no one is providing vital 
information about all branches—pro- 
duction, refining, transportation, mar- 
keting—that is written in terms that 
are clear to oil men who are not spe- 
cialists in the branches the information 
comes from. 

Oil is an industry of intense specialties. 
It is segmented and technical. But it is 
an interdependent, integrated indus- 
try—even outside the “‘integrated 
companies.” Basic developments in 
one segment are of great importance 
in other segments. 

Because of its specialization, the oil 
industry presents great difficulties in 
cross-communication among the spe- 
cialists—and between the specialists 
and the general management. Yet in 
this fast-moving industry such cross- 
communication is vital. 

This is a challenge that we will meet 
as we work with the oil industry to de- 
sign Petroleum Week. We will report 
and interpret important information from 
any specialized branch—no matter how tech- 
nical—so it can be read with understanding 
by (1) specialists in all branches, (2) gen- 
eral management men, and (3) men who are 
moving ahead, wherever they may now be in 
their compames. 


< How we meet Need No. 2 


—for an efficient-to-read 
publication: 


A revolution is going on in communi- 
cations. It has been provoked by the 
growing complexity of our life—-by the 
need for more and speedier informa- 
tion—and by the vast growth of com- 
munication facilities. 

An important phase of this revolution 
is in reading. Our children are being 
taught to read differently—to read si- 


lently for comprehension with speed, 
not just orally with good enunciation 
and expression as we were. Thousands 
of businessmen are taking courses in- 
side and outside their companies—and 
reading some of the many new books 
on the market—to learn how to keep 
up with the printed and typewritten 
material that they should read. 

One of the keys to more efficient 
reading is a technique that might be 
called variable-speed reading. You 
do not pore over every word and every 
line at the same rate. You find ways to 
recognize the “high spots’ —and you 
discover that they stick in your mind 
much better than if you had not sought 
them out as “high spots,’ but had 
merely read them along with the sur- 
rounding mass of details or supporting 
facts. 

To put it another way, you scan your 
reading material rapidly to discover 
the main points, the big ideas. You 
“shift gears” to read the details closely 
only when they are particularly im- 
portant to you as an enlargement on 
the main point. Tests show that those 
who develop the ability to read this 
way gain more than speed; they also 


improve their skill in catching and re- 
membering the main points of what 
they read, and the useful details as well. 
Now, we are learning that as publishers 
we can help our readers acquire and 
apply this skill. Petroleum Week is the 


first publication we know of that is being 


designed from the start around the require- 
ments of the new art of variable-speed, more 
effictent reading. By the use of bold-face 
and other “display” type for all the 
high spots or main ideas—and only for 
them—we are building “‘signals’’ into 
our articles to call attention to the key 
facts. The reader then can quickly find 
the high spots. It may be that he is 
looking for nothing else; if so, he can 
find them with no waste time—and he 
can be sure he has seen them all. In 
many cases he’ll want details; in such 
cases he is guided to the detail by the 
main-point “‘signals.”’ 

In effect, we are developing a way to 
write and print Petroleum Week for 
variable-speed readership—so that you 
can read it with maximum efficiency 
without waste time. We invite you to 
ask our representative to show you ex- 
amples of this type of writing. We think 
you'll see quickly what we mean. 


FAST YET EFFICIENT COMMUNICATIONS 
THROUGH VARIABLE-SPEED READING 


“Cut the copy!” What advertising man hasn’t been badgered by 
this command? ‘“‘Keep it short and punchy—yet pack in all the 
facts!” The Petroleum Week technique provides an answer to this 


vital communication problem. 


Variable-speed reading makes it possible to get a broad picture 
fast... then come back, so to speak, and fill in the details. 


Writing for variable-speed reading is a technique all its own. (Try 
it some time.) You have to do more than just be clear, complete, 
concise. You flag all the high spots—and only the high spots—and present 
them in the sequence easiest to follow, which means knowing your 
subject and your reader pretty thoroughly. 


An example of what we're talking about is this very spread. We'd 
like to know what you think of it. Even better, see how variable-speed 
reading works page after page in Petroleum Week. You can get a 
pilot issue from the McGraw-Hill office nearest you. 


PETROLEUM WEEK 


330 West 42nd Street, New York 36, N.Y. 


A McGRAW-HILL 
PUBLICATION 
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Can you use inquiries 


as a gage of ad readership? 


By Howard G. Sawyer V 


® ONE SYMPTOM of the uneasy times 
in advertising is the increasing 
. on the part of 
companies advertising to business 
and industry . . in inquiries. 

There are two reasons underlying 


amount of interest . 


this. 

One is the fact that advertising 
people (ad managers and agencies), 
required to provide their manage- 
ments with tangible evidence of ad- 
vertising performance, find in in- 
quiries the most ready answer to 
this need. 

The other is that the same man- 
agements, willing enough, when 
sales are easy, to appropriate adver- 
tising funds as an investment in 
“preference,” want actual “sales 
leads” to be produced, today, in re- 
turn for the advertising. 

So inquiries are being counted 
more anxiously and more ads are 
being tailored for inquiry produc- 
tion, in order to propitiate the brass. 

Meanwhile, a generation’s worth 
of progress in developing an appre- 
ciation of “preference-building” ad- 
vertising runs the risk of going by 
the board. 
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Unfortunately, while advertising 
people talk a lot about building 
preference, preference is not very 
tangible. Or measurable in the 
sense of isolating that portion of 
preference which is the direct effect 
of the advertising. 

There’s evidence that purchasing 
influence extends beyond the limi- 
tations of personal sales contacts. 
There’s evidence that some of the 
people with purchasing influence 
read business papers. There are 
figures about comparative costs of 
publication space, direct mail, and 
what-not, including salesmen’s calls. 

But practically nothing . . outside 
of a few Advertising Research Foun- 
dation reports, Starch reports and 
Readex reports on a handful of 
business papers . . to prove that the 
ads get read. 

Except inquiries. 

Now an inquiry is something the 
advertiser can hold in his hand. 
Good or bad, it’s tangible evidence 
of something that happened as a 
result of running an ad. 

So advertisers, it is to be feared, 


are becoming less interested in 


building preference for years ahead 
than in getting coupons and reader 
service cards next month. 

As a consequence of this, it is 
to be expected that advertisers will 
use quantity of inquiries as a meas- 
ure of advertising performance. 


One Use Only for Inquiries . . 
This, we can do something about. 
Even though we may have very 
little evidence to prove that adver- 
tising builds preference and _ that 
more and better advertising builds 
greater preference, we do indeed 
have the evidence to discourage the 
use of inquiries for anything other 
than their very valuable function of 
producing sales leads. 

To review a moment: the prime 
purpose of most business and indus- 
trial advertising is to acquaint each 
of an advertiser’s markets with those 
products which are relevant to that 
market and to establish a pref- 
erence for the brand based upon de- 
sign features, performance, company 
reputation, etc. 

It is this recognition and prefer- 
ence that will serve to advance the 
sale in either of the following cases: 
(1) when the representative calls 
or (2) when a prospect has a need. 

A secondary purpose of most ad- 
vertising is to obtain sales leads. 
Certain publications are usually se- 
lected for this purpose, but it is 
usually only an incidental objective 
of the preference-building campaign. 


It Won't Test Preference . . On 
this basis, it is wrong to evaluate 
advertising results by the yardstick 
of inquiries when inquiries were not 
the prime objective. 

Because it can be demonstrated 
that number of inquiries: 

e is a fair measure of an ad’s 
ability to attract inquiries and 

e is not a fair measure of an ad’s 
ability to create recognition and 
preference. 

An investigation into this subject 
by a research organization furnishes 
some illumination. The purpose of 
the study was to find out how thor- 
oughly individual advertisements in 
two publications were seen and read 
and how many traceable inquiries 
those advertisements produced. One 
of the publications (A) has an 
audited paid circulation, the other 
(B) has so-called “controlled” (or 
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Ame” AGAIN in'54... 


the most used directory in 4 of 5 
plants receiving it is... 


MacRAE'S :..: 
Cie BOOK 
Again in 1954 MacRAE’s BLUE BOOK is industry’s preferred source of 
pre-buying information. Again the evidence comes direct from the nation’s 


mm] 


“blue-chip” plants. Key executives in these plants, replying to a question- 
naire mailed with the 1954 BLUE BOOK, reveal these facts: 


e@ 4 of 5 plants receiving the BLUE BOOK use it “exclusively” 
or “principally” in seeking product sources. 


~~, 


e@ 7 out of 10 plant executives think it a smart policy for adver- 
tisers to list sales offices as well as home office in the BLUE 
BOOK. 


Buying decision makers in the more than 19,000 dominant points 
of industrial purchasing which receive MacRAE’S annually have 
repeatedly re-stated their preference for MacRAE’S. They prove 
that preference by consulting the BLUE BOOK when they are ready 
to buy. That is why BLUE BOOK advertising has produced results 
for 63 years, longer by far than any other industrial directory. 


Reserve your space in the 1955 BLUE BOOK now. 
FORMS CLOSE DECEMBER 15. 


Full facts in the folder, "WHERE AND WHEN”... 
Write for your free copy today. 


_ = - ONE BOOK 
Also <li 


Need... 
~" MacRAE’S coor 


18 East Huron Street, Chicago 11, Illinois 


complete 
convenient 
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FOOD PROCESSING offers a challenge... and 
$100.00 U. §. GOVERNMENT BOND* 


Claims and counter-claims are easy to make. But performance can be proved. 
And performance, alone, is what counts in advertising values. 
Claims are heard that “Magazine B outperforms Foop Processinc.” And so Foop PRocessING 

makes this offer . . . issues this challenge — 
As there is no known instance where, on a direct comparative basis, Foop Processinc has 
not outperformed the next magazine in quality response .. . 

Foop Processinc offers $100.00 U.S. Government Bond for proof of any 

situation where, on a direct comparative basis, any other horizontal food processing 
magazine has outperformed Foop Processinc in producing quality response—i.e., response 
from desired prospects among the “men who manage” food processing plants and operations. 


WHAT IS NECESSARY TO WIN THE $100.00 BOND? 


If you think you have, or can find, factual evidence Obviously, performance must be judged on the 
that another hurizontal food magazine has outper- basis of quantity of quality response to comparable 
formed Foon Processing, tabulate your evidence and _ advertising appearing at the same, or approximately 
contact the publishers at address below. same, time in the different magzzines. 


WHY CAN FOOD PROCESSING MAKE SUCH AN OFFER? : 


Simply because it proves greater readership o* quality prospects ... proves it issue after issue ... has been 
doing it for years. 
Such readership is the logical result of a new kind of editing and publishing—** 


® Editorial is practical, “post-graduate” reporting of latest developments in food 
processing ...in terse, easy-to-read style ...to attract and hold the reading interest of these 
busiest-of-all technical executives. There’s no need to carry “theoretical articles on basic 
fundamentals” to help build student and/or beginner, or non-industry, 
circulation. It is all for “the men who manage.” 


@ Circulation is “hand-picked,” controlled (BPA Audit) ...goes to the key “men who 
manage” and their close associates ... no dilution with students, beginners, foreign agents of 


*Why only a $100.00 bond? questionable value, etc. That’s why effective coverage is greater. 


Obviously this is merely a to- ‘ aati e ~ mee ; : 
ken of sincerity... not an © Format .. . high-visibility, “square” format ... no buried advertising. Editorial 


attempt to pay anyone for . .  : « ° 
their time and effort. Every content alongside every advertisement. Thus, greater readership is achieved. 


advertising buyer — such 
sane @ - 
@ books guide ts hie selection The logical result?... UNDEFEATED PERFORMANCE 


of media. 


** See identical offer J» PUTMAN PUBLISHING COMPANY 


CHEMICAL PROCESSING (oppo- 


oe pee) —-comer Pomme Publishers of: FOOD PROCESSING * CHEMICAL PROCESSING + FOOD BUSINESS 


lished under the same poli- 111 East Delaware Place, Chicago 11, Illinois 


cies Pusismine N's P| aaa 
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CHEMICAL PROCESSING offers a challenge... and 
$100.00 U. S. GOVERNMENT BOND* 


Claims and counter-claims are easy to make. But performance can be proved. 
And performance, alone, is what counts in advertising values. 
Claims are heard that “Magazine B outperforms CHemicaL Processinc.” And so CHEMICAL PROCESSING 

makes this offer . . . issues this challenge — 
As there is no known instance where, on a direct comparative basis, CHEMICAL PRocessING has 
not outperformed the next magazine in quality response .. . 

CHEMICAL ProcessInc offers $100.00 U.S. Government Bond for proof of any situation 

where, on a direct comparative basis, any other horizontal chemical processing magazine 
has outperformed CHEMICAL ProcESSING in producing quality response—i.e., response from 
desired prospects among the “men who manage” chemical processing plants and operations. 


WHAT IS NECESSARY TO WIN THE $100.00 BOND? 


If you think you have, or can find, factual evidence Obviously, performance must be judged on the 
that another horizontal chemical magazine has out- basis of quantity of quality response to comparable 
performed CHEMICAL ProcessING, tabulate your evi- advertising appearing at the same, or approximately 
dence and contact the publishers at address below. same, time in the different magazines. 


WHY CAN CHEMICAL PROCESSING MAKE SUCH AN OFFER? . 


Simply because it proves greater readership of quality prospects ... proves it issue after issue ... has been 
doing it for years. 
Such readership is the logical result of a new kind of editing and publishing—** 





© Editorial is practical, “post-graduate” reporting of latest developments in chemical 
processing ...in terse, easy-to-read style ...to attract and hold the reading interest of these 
busiest-of-all technical executives. There’s no need to carry “theoretical articles on basic 
fundamentals” to help build student and/or beginner, or non-industry, 
circulation. It is all for “the men who manage.” 


@ Circulation is “hand-picked,” controlled (BPA Audit) ... goes to the key “men who 
manage” and their close associates ...no dilution with students, beginners, foreign agents of 
*Why only a $100.00 bond? questionable value, etc. That’s why effective coverage is greater. 
Obviously this is merely a to- SBE ” . ‘i c r f 
ken of sincerity... not an © Format .. . high-visibility, “square” format ... no buried advertising. Editorial 


attempt to pay anyone for P ° a : 
their time and effort. Every content alongside every advertisement. Thus, greater readership is achieved. 


advertising buyer needs such 

tive i ti ° 
¢ aan bade Btn actation The logical result?... UNDEFEATED PERFORMANCE 
of media. 


**See identical offer on Foop PUTMAN PUBLISHING COM PANY 


Processinc (opposite page) 


her Pu Publication, . P . . 
ee Oe Publishers of: FOOD PROCESSING * CHEMICAL PROCESSING * FOOD BUSINESS 


the same policies. 111 East Delaware Place, Chicago 11, Illinois 


co aa 
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Like inquiries? Be sure it's for the 


“free’) circulation, also audited; 
both magazines go to the same types 
of readers and are therefore con- 
sidered competitive. 

The study was conducted among 
a panel of men each of whom reads 
both publications. A_ preliminary 
mail survey was made among sub- 
scribers to Publication A to locate 
regular readers of both publications. 
From the panel built by this method 
200 personal interviews with origi- 
nal recipients (not pass-along read- 
ers) of both publications were se- 
cured. The characteristics of the 
survey sample corresponded with 
the geographical and functional dis- 
tribution of the publications studied. 

The 200 regular readers of both 
publications went through the Octo- 
ber, 1952, issues and examined 100 
ads in each publication. The inter- 
viewer recorded the ads the re- 
spondents recalled seeing, those they 
had started to read, and those of 
which they had read half or more. 


60 Advertisers Respond. . Mean- 
while, all the companies advertising 
in both publications in October were 
requested to supply a count of in- 
quiries received from these specif- 
ic ads. Sixty advertisers using space 
in these issues responded with in- 
quiry counts. 

Comparisons could then be made 
between the readership of the ad- 
vertisements and the inquiries they 
produced. 

Analysis of the results was based 
upon the following premise: Before 
a man can respond in any way to 
an advertisement, he must have seen 
and read the advertisement. There- 
fore, in this study, readership of ads 
was taken as the basic measure- 
ment of advertising performance, 
and number of inquiries tested 
against it to determine whether 
number of inquiries accurately in- 
dicates the readership of industrial 
advertisements. 


Why It Can’t Be Done .. The 
conclusion reached from analysis of 
the data was that inquiries are not 
a measure of ad readership. This 
was demonstrated in several ways. 


1. For both publications studied, 
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right reasons. . begins 


the best read advertisements. for 
which inquiry data were available 
developed no more inquiries, on 
the average, than did the poorest 
read advertisements. 

For example, the best read ad- 
vertisement in Publication A _ re- 
ceived an 18% “Read half or more” 
rating but received only two in- 
quiries; the lowest read ad with a 
1% “Read half ar more” score 
pulled 42 inquiries. (This was the 
highest number of inquiries for any 
of the 51 ads for which inquiry rec- 
ords were available for this issue.) 

The two best read ads in Publi- 
cation B for which inquiry data 
were available . . each receiving 
16°, “Read half or more” score . . 
pulled 0 and 3 inquiries respectively, 
while the poorest read ads with 1% 
“Read half or more” scores produced 
4, 16 and 29 inquiries respectively. 
An advertisement with only 2% 
“Read half or more” rating produced 
33 inquiries, making it the highest 
inquiry producer for all of the 56 
ads in this issue for which inquiry 
records were available. 

Why is it that the ads that were 
read by the most people produced 
no more inquiries than the ads that 
were read by the fewest people? 

In examining the advertisements, 
we find that the ad that got the 
highest “Read half or more” reader- 
ship in Publication A was a two- 
page spread by a well-known com- 
pany containing an abundance of 
detailed information about a large 
and expensive machine of a type es- 
sential to plants in the field served 
by the publication. But it produced 
only two inquiries! The ad in that 
issue which produced the most in- 
quiries (42) was a one-third page by 
a much smaller and less well-known 
company and it dealt with a rela- 
tively simple and inexpensive prod- 
uct having a feature not as yet 
commonly accepted by the industry. 
Its readership was only 1% as 
against 18°% for the first ad. 

And in Publication B, the two 
ads that tied for first place in read- 
ership were full-page ads of rela- 
tively well-known companies and 
dealt with products widely accepted 
in the industry. Nevertheless, they 
produced 0 and 3 inquiries, respec- 


tively. The ad that produced the 
most inquiries (33) was a half-page 
by a lesser known company on a 
product very little adopted to date 
in the industry. The readership of 
this ad was 2% as against 16% for 
the other two. 


2. In both publications, there 
proved to be no relationship be- 
tween size of space of an advertise- 
ment and number of _ inquiries 
produced. Yet, if inquiries were a 
measure of readership, it would be 
expected that larger ads would pro- 
duce more inquiries because a posi- 
tive relationship between size and 
readership has already been estab- 
lished. 

For instance, the Advertising Re- 
search Foundation studies, Starch 
and Readex reports and the Repeat 
Ad analysis all show that the num- 
ber of readers increases with the 
size of space. On the average, there- 
fore, a full-page ad is read by twice 
as many people as a half-page, and 
so forth. The two reader traffic 
studies made for this inquiry study 
followed the same pattern . . that is, 
the average readership of advertise- 
ments increased progressively as 
the size of space increased from one- 
quarter pages to full pages. 

However, no such regularity of 
increase was noted in the average 
number of inquiries produced by 
the various sized advertisements. 
Quite the contrary. In this study 
one-third or one-quarter page ad- 
vertisements pulled more inquiries 
on the average than full pages. 
Therefore, apparently no predictable 
relationship exists between size of 
space and number of inquiries pro- 
duced. 

Rationalization: Small-sized ads 
cannot provide as much information. 
Therefore, if smaller ads do not 
answer readers’ questions as well as 
do larger ads, they might generate 
a higher percent of response among 
those who do read them. In general, 
the data indicate that ads which 
thoroughly discuss a product pro- 
duce relatively more readership and 
fewer inquiries than ads_ which 
touch lightly on details and leave 
many questions to be answered. 


3. Better known companies’ ad- 
vertisements had high readership 
but low inquiries. Ads of 23 com- 

Continued on page 88 
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Is vour 1955 advertising budget slightly small for the big job expected of it? 
There are several ways you can s-t-r-e-t-c-h that budget. 


1. By doing something with layout and copy appeals that will 
step up the effectiveness of the white space you buy. 


- By re-evaluating the publication picture in the light of today’s 
opportunities, and comparing the effective coverage each 
magazine gives you per dollars invested. 


By merchandising your advertising to salesmen, distributors’ 
salesmen, and selected prospects to get added impact from 
each ad. 


The first calls for a method of measuring attention and readership. ‘That's 
where Starch reports can help you. Three Penton publications are regularly 
“Starched” and reports are available from Daniel Starch & Staff. All 
Penton publications offer helpful information that will assist you in tailor- 
ing your advertising to their audiences. 

The second involves better yvardsticks to aid in space buying. Here, too, 
Penton can give you a lot of help. For instance, we have standardized on 
the modern Standard Industrial Classification of the U.S. Census Bureau to 
aid you in making comparisons. Plant counts, and size of plant, so necessary 
in determining effective coverage are available on all of our publications. 
The third way to stretch your budget—merchandising your advertising — 
is one in which we are prepared to help you with reprints, direct mail 
service, and special list selections. 


Will you call on us for cooperation? 


THE PENTON PUBLISHING COMPANY 


PENTON BUILDING e CLEVELAND 13, OHIO 
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Inquiries are good, but. . 


panies, selected as being “lesser 
known” in the industry, averaged 
4°7, readership and 10 inquiries. One 
reason might be that 


readily 


readers can 
more contact distributors, 
branch offices or salesmen of well- 
known companies, and inquiries re- 
sulting from reading advertisements 
could go to these sources and not 
be traceable to the advertisements 


that stimulated them. 


4. Widely accepted products had 
good readership .. low inquiries. 
Some 
products (as picked by men familiar 
with the industry) 8.8% 
“Read half or against 7.2° 
for ads for 9 newly introduced prod- 


17 ads for widely accepted 


scored 
more” 


ucts. The average inquiries per ad 
were 3.2 for the widely accepted 
products as against 8.0 for the new 
products . . a two to one differential. 
5. Mail-order 
study ‘had relatively low reader- 
ship but a better than average in- 
rate. Advertisements men- 
tioning (not featuring) booklets, 
bulletins or samples in addition to 


type ads in this 


quiry 


doing a selling job on their product 
in the copy had about the 
readership as other ads but received 


same 


twice as many inquiries. However, 


those advertisements whose sole 
purpose was to sell a booklet and 
were not informative regarding the 
product had lower readership even 
inquiries 


though were 


duced. 


more pro- 

(It can also be shown that indus- 
trial advertisers rarely make a 
strong effort to invite inquiries. Ex- 
amination of dozens of current busi- 
ness papers reveals only a handful 
of page-size ads devoted solely, or 
even principally, to the offer, rather 
than the product. What offer there 
is, usually is tacked on to the end 
of the copy, with or without coupon, 
and the “plug” is seldom much more 
persuasive than “Write for litera- 
ture.” Such ads should 
not be judged by their inquiry pro- 
duction.) 

(On the other hand, there is evi- 
dence, from other experiences, that 
an ad which has as its prime objec- 
tive the production of inquiries and 
which obliges the well- 
proved inspiring action, 


certainly 


various 
rules for 
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Publication A. 


Ads with Highest Readership Pulled No More 


Inquiries Than Ads with Lowest Readership 


Based on one month’s reader traffic studies of ads and adver- 
tisers’ records of inquiries from same ads. 


Base: 200 readers of both Publications A and B 


Highest 


Publication B. 


Lowest 


Ads with Highest Readership Pulled No More 


Inquiries Than Ads with Lowest Readership 


Base: 
Highest 


wi 


will turn up a gratifying number 
of valuable sales leads. When the 
objective is inquiries, then the num- 
ber of inquiries 
measure of the ad’s performance.) 


is surely a fair 


Readership vs. Inquiries .. So 
it can be fairly said that any rela- 
tionship between readership and in- 
quiries .. any reason for using 
number of inquiries as a measure of 
readership could not be found 
in this study. 

In fact, analysis of the ads and 
the scoring (both methods) suggests 
that two different sets of factors can 
be set up . . one set which tends to 
produce a low readership-high in- 


quiry ratio, the other which tends 


same as for Publication A above 


Lowest 


to produce a_ high 
inquiry ratio, as follows: 
Low Readership-High Inquiry 
small space 
small amount of information 
little known company 
product not widely accepted 
message aimed at technical 
people 
literature offer featured 
coupon 


High Readership-Low Inquiry 
large space 
informative, “tell all” copy 
well-known company 


widely-used product or item of 


major equipment 
broad appeal of message 


readership-low 





How to Evaluate an Agency 


f Evaluating an agency is really not so complicated. Aren’t 


these the most important facts an advertiser needs to know 
A about an agency... what are its advertising beliefs, how does it 
) | operate, what are its facilities, who are its people, and what 


4 
\ Sd are its strong ah exclusives’? 
SN dl These booklets for advertisers Answer Questions About 
| M.G. & R. 
What Are Its Beliefs About Advertising? site 


\ “The Business Philosophy of M. G. & R.” gives our 
concept of the function of an advertising agency, 
and the purpose of advertising. 





How Does It Operate? 
Succinctly told in a pocket opus entitled 


“The M. G. & R. Method.” 





What Facilities Does It Offer? 

The full equipment—including an up-and-coming 
public-relations affiliate described in “Who? What? 
Why? How?—The Story of Burson-Marsteller 
Associates, Inc.” 








What About Its Staff? 

With (we hope) becoming candor 
we tell about our people in 

“Men Who Know Their Business.” 








What Are Its Strong Points? 
A summary distilled into “Nine Reasons Why 
M. G. & R. Should Be On Your Marketing Team.” 








These booklets are available to advertisers who care 
to drop us a line on their business letterhead. There'll 
be no follow-up though, unless you request it. 


ateller Gebhardt ana K eed ie ADVERTISING 


AFFILIATES 


CHICAGO *© PITTSBURGH «© NEW YORK PUBLIC RELATIONS*® BURSON-MARSTELLER ASSOCIATES, INC. 
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It’s the season! And who’s got a better right 
to whoop it up than sellers to the Chemical Process Industries. 


The way this market delivered the goods in °54 is reason a’plenty for cheering. 


Here in the CPI the gloom peddlers never had a chance. 

Process companies shook down fast, chemical engineers kept building 
and buying and pepping up with new products... 
right now they're coming down to the wire with one of the hottest 

2 months on record. Output’s crowding last year’s $59 billion peak ... 
raw materials, fuels and power cost $35 billion . .. new plants 
and equipment edged $6 billion to make ’em industry’s 


biggest spender eight years in a row. 


They hung up a good one! But there'll be no pause at the punch-bow! 

for the chemical engineer. He’s got too much on the fire 

in product development, expansion plans, another big output bump in 755. 

He wants new tools ... better raw materials, improved packaging and handling systems, 
more facilities to lick corrosion, air and stream pollution. 


They’re saying “gimme” all over this demanding market. 


Shuck that stocking! You'll fill it with orders when you get to know 

these big-spending plant operators. Maybe need a size bigger when they see 
your product in CHEMICAL ENGINEERING in profit-generating company like . . 
Watch Those Hidden Packaging Costs — New Ball Mill Grinds Faster — 


Pick Valves To Fight Corrosion. Soon you'll say .. . 





Happy New Year! Give your salesmen a lift 


with high readership, low cost advertising like this 





and he’ll swear you’re Santa Claus. Think we’re fooling? 


Then ask your agency why more engineering-minded men read it, 





more advertisers invest more dollars in CE 


than any other business paper in the field. 


now to pack your 


+ 
rs 
— vei 
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ano you ailtineg those CP! alles took ? 


MATERIALS OF CONSTRUCTION: Brand new 1954 
edition of CE’s most popular report. Covers metals, plas- 
tics, rubber, refractories, every important CPI construc- 
tion material . . . corrosion resistance, properties, where 
and how they're used . .. a 64-page booklet. 


THE CPI PACKAGING MARKET highlights applica- 

tion fields, buying habits and dollar volume of purchases 
... acomplete study of CPI vs. All Industry’s packaging 

requirements for equipment, materials and containers. 


MIXING: Here’s the universal operation in the CPI. 
This 48-pager runs the gamut — liquids, solids, pastes, 
applications, comparative types. If mixing is your busi- 
ness, this little booklet can be a tremendous help. 


THAT’S JUST PART of the sales kit information 
available to you. Your CE man has a complete file cov- 
ering all kinds of goods and services used in the CPI. 
Ask him for data to fit your own product . .. or write 
direct to CHEMICAL ENGINEERING’s Research Dept. 


more engineering-minde duction men read it... 


more advertisers invest more 


esinit... 


McGraw-Hill Publicatiaff, 330 West 42nd Street, New York 36, N.Y. 
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WHAT 
HAPPENS 


when the Electrical Industry 
gets behind Adequate Wiring? 


A High Spot Report on the National Adequate Wiring Program 








Manufacturers . . Booklet 


manulacturers bureau bDacKs drive. 


Industry groups 


By Curtis Fuller 


A basic sales idea is gathering a remark- 
able variety of companies and industries 
behind a national promotion program that 
promises more business for everyone 
participating. Despite some disagreements 
and the fact that budget plans have been 
considerably more ambitious than actual 
expenditures, much has been done. . and 
much more may lie ahead. 





™ THIS IS the story of how a small 
expenditure at levels is 
helping to build a huge industrial 
promotion at local levels. 

It is a program that is only begin- 
ning to bestir itself but one which 
is growing through every phase of 
the industry into thousands of com- 
panies and industries and into mil- 
lions of homes. It is the program for 
national adequate wiring. 

Everyone is getting into the act: 
appliance manufacturers, electrical 


national 


equipment manufacturers, electrical 
contractors and distributors, utili- 
ties, home builders, appliance deal- 
ers and others. Two trade associa- 
tions representing electrical manu- 








STOP STARVING 
YOUR ELECTRICAL 
SYSTEM Trae 
Se . “e 


New equipment like air condi 


tioning units, ete., can “starve” 
your entire electrical system if 
existing wiring is inadequate. 
Before you buy, make sure your 
wiring’s O.K. by calling us for 
a circuit analysis. No obligation! 


Neva 


For your protection, we 
beck our work with « 
written warranty. 


FIRM NAME 
Address 
Phone 











Contractors . . Fiec'’<*! contractors 
get in act with dealer ads. 
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Utilities . . Cincinnati utility rallies t 


carry electrical loads for new appliances 


home owners to recheck their wiring t 


cause with this promotional folder urging 


push adequate wiring drive to hike sales for all 


facturers and electrical contractors 
are spending something approach- 
ing $240,000 on national advertising 
and sales promotion to push ade- 
quate wiring. And manufacturers 
and producers are supporting the 
program individually by promoting 
adequate wiring in their own na- 
tional advertising. 

The problem is basic and elemen- 
tary. It is the fact that inadequate 
wiring in more than _ 20,000,000 
owner-occupied homes and in tens 
of thousands of companies is limit- 
ing: 

» the sale of electrical appliances 
and therefore 

> the sale of electrical power and 

» the sales of industrial products 
which would be bought as a natural 
result of the expansion of appliance 
and electrical utility industries. 

Electrical systems in homes and 
industries are likened to water sys- 
tems. Electricity flows through wires 
into home or commercial business 
just as water flows through pipes 
from the water mains. If the pipes 
are too small, not enough water can 
flow into the building. Similarly, if 
the service entrance wires are in- 


adequate, not enough electricity can 
flow into the building. If the branch 
circuits are inadequate, again they 
can be likened to pipes that are too 
small. And if the outlets are unsat- 
isfactory, it is as if there were not 
enough faucets in the building. 


Sales Barrier that Hurts . . Take 
the case of homes. Average annual 
electrical consumption in 1953 was 
estimated at about 2,355 kwh and 
by 1963 it is expected to be 4,326 
kwh. Yet it is flowing through elec- 
trical systems installed when aver- 
age annual consumption was less 
than 1,000 kwh and perhaps even 
less than 500 kwh. Millions of homes 
cannot stand this increased load. 
Therefore, if they are to use their 
share of electricity they must be 
rewired to a standard that will 
carry today’s loads and anticipated 
future loads. 

For promoting this plan to resi- 
dential customers, a program has 
been worked out by the National 
Adequate Wiring Bureau, financed 
by the National Electrical Manu- 
facturers Association and including 
representatives of all electrical 


groups concerned. 

In promoting better wiring to in- 
dustries and commercial installa- 
tions, the major effort has been car- 
ried on by the National Electrical 
Contractors Association, which is 
also a member of the NAWB. NAWB 
says it is spending only about $133,- 
000 in 1954 (although some of this 
is said to be NAWB salaries). 
NECA’s advertising and promotion- 
al budget totals somewhere between 
$120,000 and $180,000. This is far 
less than the $500,000 which the 
NECA planned to spend last year 
(IM, June, ’53) but the hope is to 
boost the expenditure substantially 
by 1956. 

Because of the cooperative nature 
of the electrical industries, it is easy 
to understand how these relatively 
small expenditures on a_ national 
basis increase rapidly on a _ local 
level. NAWB reports, for example, 
that for every $1 it has spent on ad- 
vertising nationally, $12 has been 
spent by local electrical organiza- 
tions and business. NECA’s adver- 
tising and promotional kits to its 
members and local chapters have 
also encouraged local spending. Most 

Continued on page 96 
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High speed steel in bar length is 
ground on two faces by a special 
“through-feed’’ grinder at Crucible. 
Inspecting the quality and uniform- 
ity of these bars are (I. to r.) R. 
Schempp, Asst. Works Megr.; R. A. 
Schneid, Works Mgr.; H. M. Givens, 
Jr., General Mgr. of Tool Steel Sales; 
M. E. Cummings, Dir. of Tool Steel 
Research; and E. A. March, Chief 
Metallurgist . . . all members of the 
American Society for Metals and 
readers of Metal Progress. 


at Crucible Steel Company 


HIGH SPEED AND TOOL 
STEEL DIVISION 


as described by H. M. Givens, Jr., 
General Manager of Tool Steel Sales 


‘Because of the technical problems that tool steels 
involve, our Metals Engineers are asked constantly 
to advise on analyses, heat and surface treatments, 
refractories, dies, etc., for prospects and buyers. 


“In research, for example, we concern ourselves 
not only with metals for cutting operations but also 
with other factors ranging all the way from cool- 
ants to grinders. Customers know they can rely on 
our findings. 


‘“‘In production, our Metals Engineers are respon- 
sible for keeping quality up, costs down. This means 
they can recommend any equipment or material to 
our purchasing department .. . and can veto a low 
bidder if experience justifies. 


‘‘We recognize the importance of our men being 
members of the American Society for Metals and 
keeping informed through Metal Progress. This is 
vital not only to their work here but in dealing with 
so many of our custorners, men who are also Metals 
Engineers and readers of Metal Progress.” 


Magazine of 24,000 
Metals Engineers 


Metal 
Progress 


A publication of the American Society for Metals 


Owner and Manager, National Metal Exposition 


7301 Euclid Avenue, Cleveland 3, Ohio 





‘Nothing but lip service to the cause’. . )« 


of the factors are favorable for this 
industry-wide cooperation. The pro- 
motional program is well organized 
and directed and, more important, 
the aims of most electrical groups 
are identical. The adequate wiring 
program, furthermore, is supported 
by the cold facts of electrical life 
and obsolescence. 


Promoters Disagree . . Neverthe- 
less, although the aims of manufac- 
turers, utilities and contractors are 
approximately identical, they are not 
absolutely so. There is today con- 
siderable disagreement on the scope 
of the program, who should do 
what and what it should cover. His- 
torical factors also have not always 
helped good feeling. 

For example, while NAWB. is 
trying to keep peace in the family, 
it is possibile for NECA representa- 
tives to say that “the reason ade- 
quate wiring promotion never got 
off dead center before the advent 
of the room air conditioner-electric 
heater demand is the fact that the 
utility and manufacturing branches 
of the industry never gave more 
than lip-service to the cause.” 

Historically, the contractors say 
that to make electricity easy to get, 
utilities for many years did every- 
thing possible to make consumer 
wiring systems minimal and cheap. 
Wiring was “sold down.” The result 
was that the better contractors were 
forced out of the residential wiring 
field. Then, in the late ’30s, the util- 
ities suddenly discovered that their 
load-building opportunities were 
being seriously limited by customer 
wiring inadequacy. 


What the Bureau’s Done . . 
NEMA .. the National Electrical 
Manufacturers Association . . took a 
long look at the situation and after 
two years of study and discussion 
organized the National Adequate 
Wiring Bureau in February, 1937. 
The NAWB confined its efforts to 
the inadequate wiring of residences 
and has done an outstanding job 
within the limits of that aim, and 
within the limits of its annual bud- 
get which has varied from $30,000 
to $130,000. NAWB has developed 
the following program: 

» Advertising. A limited schedule of 
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direct national advertising in shelter 
publications has advertised a 15- 
cent booklet, “Getting the Most from 
Your Home’s Electric System.” 
Names received from the ad are 
channeled back to local utilities as 
likely prospects for wiring modern- 
ization programs or on new jobs 
for new homes. A small schedule of 
advertising has also been run in 
home economics publications offer- 
ing free teaching materials. These 
names too are channeled to local 
utilities. 

» National publicity. A program is 
handled on a national basis out of 
New York headquarters. In 1955 a 
service of monthly mat features will 
be provided for daily newspapers 
using such mats; news stories are 
written for general consumer, build- 
ing and real estate page consump- 
tion; there will be a miniature mat 
feature for small weekly papers. In- 
formational service to the electrical 
trade press is being expanded; stor- 
ies are prepared for local magazines; 
illustrative charts and graphs, scripts 
for radio talks and similar material 
for publication purposes are pre- 
pared. Close relations are main- 
tained with consumer magazine edi- 
tors and free lancers and there has 
been a rise in interest in adequate 
wiring as an editorial subject. 

» Educational literature. Pamphlets, 
brochures, folders are made avail- 
able to local utilities and to other 
local groups at cost. 

» Clearing house. The national bu- 
reau acts as a clearing house for 
campaign plans, promotional litera- 
ture, policies and all information 
about the program. It also serves 
as a national coordinator for promo- 
tional efforts. 

» Field service. Personal contact is 
maintained with local electrical in- 
dustry groups. This helps bring the 
national program down to the local 
stimulates activity, 
helps keep the program moving. 

>» Special 
grams are organized to solve spe- 
cific problems in the path of ade- 
quate wiring. More than 20,000 
copies of a publication, “The Ade- 


level, greater 


projects. Specific pro- 


quate Wiring Reporter,’ are dis- 
tributed, mostly to contractors. 


Real Estate Gets in Act .. 
One such obstacle, for example, has 
been to get adequate home wiring 
recognized by real estate appraisers 
and included in their appraisals. In 
new houses, for example, extra cost 
of wiring often was not included in 
appraisals for loan purposes and the 
home buyer found the extra cost 
added to his down payment and not 
acceptable for financing. 

To help solve this problem the 
bureau worked with the American 
Institute of Real Estate Appraisers 
and the Society of Residential Ap- 
praisers in developing a_ booklet 
which has gone to members of these 
organizations, entitled “Guide to 
Evaluating Wiring Systems in Resi- 
dences.” By educating appraisers, 
the bureau feels that the dollar value 
of adequate wiring will come to be 
recognized in appraisals. 

On another level, and after con- 
sultation with the National Associ- 
ation of Home Builders, the Bureau 
is advising local electrical industry 
groups to approach local VA and 
FHA units to help builders to get 
proper valuation of the feature of 
adequate wiring. 


Wiring Certificates . . An impor- 
tant part of the NAWB program is a 
certification program for residences 
meeting recommended electrical 
standards. Local electrical bureaus 
are licensed to use the national cer- 
tification program and the copy- 
righted certification emblem. Such 
a license enables a local bureau to 
certify the wiring if it meets the 
adequacy standards of the bureau’s 
“Residential Wiring Handbook.” 

Builders whose homes are certified 
can show customers a distinctive 
certification label on the service en- 
trance panel. Subdivisions can 
carry a sign featuring the A/W 
symbol. Customers are presented 
with adequate wiring certificates 
bearing the signature of the local 
bureau, the builder and the electri- 
cal contractor. 

While the actual number of homes 
certified probably does not yet num- 
ber more than 30,000, the program 
has raised the wiring standards in 
thousands of other homes which did 
not quite reach certification stand- 
ards. Perhaps even more important 
is the general educational value of 
the 75 local A/W bureaus on build- 
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When Fire Protection Was A Fire Hazard 


In the days when fire “‘injines’’ had to be taken so close to the flames that 
| THESE INSURANCE COMPANIES 
they often caught fire themselves, many fields of business and industry found REACH THEIR MAJOR MARKETS 
it impossible to obtain adequate insurance. Today, however, there are pol- i ciceiattiiaaataiiaaas 
| Aetna Life Insurance Co. 
icies to cover almost every kind of business risk. And to insure more insurance American Foreign Insurance Associotion 
American Mutual Liability Insurance Co. 
sales, many leading companies rely on Business Week. For through the American Surety Co. of New York 
Commercial Credit Co 
pages of Business Week, advertisers of insurance for business needs reach Employers Mutual Liability Ins. Co. of Wis 
Equitable Life Assurance Society of the U.S. 
a higher concentration of management men in business and industry —at | acdweee Kutvals 
Hartford Fire Insurance Co. 
less cost—than through any other general-business or news magazine. The Hartford Accident & Indemnity Co. 
Home Insurance Co., The 
result — Business Week is a consistent leader in Insurance: Coot North America 
Johnson & Higgins 
insurance advertising for business needs. Liberty Mutual Insurance Co. 
Marine Office of America 
Metropolitan Life Insurance Co. 
YOU ADVERTISE IN BUSINESS WEEK WHEN } iutuctlite traurance Co. of New tok 
YOU WANT TO INFLUENCE MANAGEMENT MEN | ae, cs New England Mutual Life Insurance Co. 
| ‘ } New York Life Insurance Co 
Bh ogd i } Provident Life and Accident Insurance Co. 
J Sun Life Assurance Co. of Canada 
g U 5 j N E Ss S W E t K { Travelers Insurance Co. 
: U. S. Fidelity & Guaranty Co 
Zurich General Accident & Liability Ins. Co. 
A McGRAW-HILL PUBLICATION wind § , Source: Publishers Information Bureau 


330 WEST 42ND STREET, NEW YORK 36, N. Y. : et cn ne ae Ses eee ee 





You Get Buying Inquiries from Plant as well as Purchasing Executives 


—When You're in CONOVER-MAST PURCHASING DIRECTORY 


“We use CONOVER-MAST 
PURCHASING DIRECTORY 
constantly and would be lost with- 
Out it.” 


George A. Wescott, Plant Engineer 
Remington Rand Inc. 
Tonawanda, N.Y. 


“Due to the Directory’s compact- 
ness and completeness, it is the 
most used for hard to find items 
which we purchase.” 


E. F. Bouman, Director of Purchases 
Federal-Mogu! Corp., Detroit, Mich. 


“| keep CONOVER-MAST PUR- 
CHASING DIRECTORY in my 
office—within easy reach. This 
convenience obviates a trip to 
Purchasing for information in 
their bulkier directories.” 


Paul Davis, Production Manager 
Chambers Corp., Shelbyville, Ind. 


“It is in daily use in our Procure- 
ment Department and has proved 
most helpful for many years past.” 


J. Ralph Walker, Ass't Procurement 
Manager, Fairchild Engine Div. 
Fairchild Engine & Airplane Corp. 
Farmingdale, L. |., N.Y. 





“| have at my finger tips one book 
with all the information I require. 
CONOVER-MAST PURCHAS- 
ING DIRECTORY is complete, 
compact, and in use every day.” 


Milton Davis, Plant Engineer 
Sylvania Electric Products, Inc. 
Danvers, Mass. 
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“We use the Directory constantly 
to find new sources of supply and 
wouldn’t consider our department 
complete without it.” 


W. F. Sheff, Purchasing Agent 
Food Machinery and Chemical Corp. 
John Bean Div., San Jose, Calif. 


CHASING DIRECTORY 
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“We have found CONOVER- 
MAST PURCHASING DIREC- 
TORY very helpful and easy to 
use.”” 

H. K. Anderson, Master Mechanic 


Bendix Home Appliance Division 
Avco Mfg. Corp., Clyde, Ohio 


“We have found CONOVER- 
MAST PURCHASING DIREC- 
TORY very useful in our daily 
business.” 


James A. Lee, Director of Purchases 
Nash-Kelvinator Corp., Detroit, Mich. 


*“*CONOVER-MAST PUR- 
CHASING DIRECTORY is 
always kept within arm’s reach. 
It has been of tremendous value 
in securing new sources of supply 
and an invaluable aid in helping 
to effect purchasing savings.” 


James L. Bates, Production Manager 
Rockwell Manufacturing Company 
Regulator Division, Norwalk, Ohio 


“We use CONOVER-MAST 
PURCHASING DIRECTORY 
intensively. It is of great assist- 
ance to us.” 


A.M. Adams, Director of Purchasing 
and Material Control 
Bell & Howell Co., Chicago, Ill. 


$425 


Write today for your free copy of '‘How to Increase Your Sales Through Industrial Directory Advertising’ 


Conover-Mast PURCHASING DIRECTORY 205 cast 42na stReet, NEW YORK 17,N.Y. 


BRANCH OFFICES 


CHICAGO -« 


CLEVELAND « 


DETROIT « 


LOS ANGELES 
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Campaign battles varied resistance . . becins 


ers through their inspection and 


personal contacts. 


Main Obstacles . . Several groups 
have presented difficult problems in 
promoting the adquate wiring pro- 
gram: 

» Home builders are the biggest 
problem. The commercial builder 
essentially doesn’t care whether his 
homes have adequate wiring or not 


as long as he sells them. He has to 
have a reason to install adequate 
wiring. The National Association of 
Home Builders, in cooperation with 
the A/W bureau, has recommended 
a 100-ampere standard. Yet it is 
purely voluntary and few new homes 
are yet meeting it. The campaign 
to win the builders is perhaps the 
most difficult in the whole picture 
and may never be accomplished un- 








There is an Obstacle 
in the Path 
of Electrical 


Market Expansion 
Its. 
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Inadequate Wiring 


Inarlenuate 8 20,000,000 existing 
































New Package, Old Story . . Front and back of first card shows how “deck 


1dequate wiring story for campaign backers. Novel approach bri 


Tell your fortune 


ghtens 20-year 


Cards make an annual report 


® Production of the organization's 
1953 annual report in the form 
of a series of 16 oversize playing 
cards typifies National Adequate 
Wiring Bureau’s original approach 
to its educational job. Using a “for- 
tune-telling” motif, each card con- 
tains a statement on its face and 
elaboration on its back. 

Big problem is that NAWB’s story 
on the benefits of its program 
doesn’t change much from year to 
year. Therefore, to gain attention 
to each new annual report, the 
bureau must seek a new and inter- 


esting package in which to wrap it. 

This is one example and it serves 
a dual purpose. First, it goes to 
the voting representatives in NEMA 
member companies who help sup- 
port the National Adequate Wiring 
Program. In this guise it’s an offi- 
cial report to the board. 

But it is also a report to key 
management men in the electrical 
industry throughout the country 
who are in a position to influence 
local expenditures for adequate 
wiring promotion. Most of them are 
utility sales executives. * 


til the public is educated to the point 
where it demands adequate wiring 
in the homes it buys and financing 
institutions become educated on the 
subject. 

» Appliance dealers offered resist- 
ance. Within the local electrical as- 
sociations, the appliance dealers, in 
contrast with the far-sighted view 
of the manufacturers, 
have not always been happy with 
the A/W program. They felt, ap- 
parently, that the money slated for 
adequate wiring had better be slated 
for appliances . . a view that over- 
looked the fact that more and more 
homes were getting so choked with 


appliance 


appliances that their electrical sys- 
tems couldn't handle them. An un- 
derstanding of this situation is now 
being reached at the dealer level, 
however, because the dealer himself 
has recently been bucking up against 
the problem. 

» Contractors vs. utilities. Contrac- 
tors still remember the utility atti- 
tudes in the °30s. Each side some- 
times feels the other side is dragging 
its feet. Contractors feel that utili- 
ties should recognize the contractor 
as the chief contact point with the 
customer. Manufacturers and dis- 
tributors recognize this but the utili- 
ties, said one contractor representa- 
tive, “are inclined to hold back for 
some reason known within the in- 
dustry but nonsensical to anyone 
outside because it is illogical.” On 
the other hand, even the contractors 
admit that a majority of their mem- 
bers are still sitting on their hands. 
» The general public. The home 
owner and apartment house owner 
is the man who must be sold. Gen- 
erally, the man with an inadequate- 
ly wired home is inclined to let it 
go until he is in trouble. Yet there 
can be no doubt that it is costing 
utilities, appliance dealers and con- 
tractors business. The advent of the 
room air conditioner, especially, has 
dramatized this. Last year many 
thousands were turned back to deal- 
ers because the electrical systems 
of their residences were insufficient 
to handle them. Many urban apart- 
ment owners had to forbid their 
customers to install air conditioners 
for the same reason. 


Consumption Hiked . . Although 
some utility men still raise ques- 
tions about the value to them of pro- 


vo 


yontinued on page 100 
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Business Publications 


Every subscriber to a 
MeGraw-Hill Publication hag been... 


LOCATED 


and identified through personal reading counselor contact . . . 
plant unit report .. . direct mail . . . or voluntary subscription. 


SCREENED 


,.. to make certain his job function makes him eligible to receive 
the publication. 


SOLD 


... on the value of subscribing to the specific publication suited to 
his job interests. 


SERVICED 


... with authoritative editorial discussions, and reportings, on new 
methods, materials, products, processes, services, techniques, shop 
practices, and short cuts pertinent to his specific business problems. 
Paid Business Publications must consistently provide the right 

kind of help in order to deliver the values the reader pays for. 


McGRAW-HILL PUBLISHING COMPANY, INC. yrs 


App 330 west = SEM OR BUSINESS 
42nd STREET, NEW YORK 36, N. Y. YI 


HEADQUARTERS FOR BUSINESS INFORMATION 
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Do your wiring on the installment plan. . bec 


moting an adequate wiring program, 
there’s little doubt that adequate 
wiring increases consumption of 
electricity. 

J. M. Hollingsworth of Iowa-Il- 
linois Gas & Electric Co., after a 
rewiring program in the Tri-Cities 
area, said: “Kwh sales to rewired 
homes increased 32.4°7 in two years’ 
time, as compared with a 15.4% in- 
crease in residential consumption as 
a whole.” 

NECA, through its 110 chapters, 

works closely with other members 
of the electrical industry wherever 
possible. It spends more money than 
the National Adequate Wiring Bu- 
reau and channels it more specifi- 
cally toward selling adequate wir- 
ing than in organizing the various 
branches of the industry and con- 
sumer education. Yet all are work- 
ing for the same objective. 
» Promotional kits. These are sent 
to NECA members with sample ad- 
vertisements, sample direct mail 
pieces, manuals on advertising, pub- 
licity, and so on. 


>» Promotional NECA 


makes many promotional materials 


materials. 


available to members. It also lists 
promotional materials available from 
other sources in a special booklet. 
Typical are self-mailers imprinted 
with the contractor’s name avail- 
able from Anaconda Wire & Cable 
Co.; NAWB booklets and 
rials; mailing pieces, ad mats, radio 
and TV commercials, identification 
materials and novelties, news talks, 


mate- 


radio and TV scripts and other ma- 
terial from NECA itself, and mate- 
rials selected from companies in- 
cluding Westinghouse Electric Corp., 
Sylvania Electric Products, General 
Electric, Berko Electric Mfg. Corp., 
and Arrow-Hart & Hegeman. In 
settling upon the promotional mate- 
rials from these particular com- 
panies, NECA invited more than 
100 manufacturers to submit mate- 
rial for review and judged it solely 
upon the following basis: 

That it attempt to include 
material that specifically helps 

contractor as the pr 
installed materials, equipment 

apparatus.” 

A product folder that ties in di- 
rectly with the contractor, either 
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through specific mention in the copy 
or through imprint, and that can be 
used by him to promote business, 
qualifies for inclusion in NECA’s 
list. One that fails to do so doesn't. 
Direct mail, letters, stuffers, post- 
cards, broadsides, and so forth must 
identify the contractor by his signa- 
ture or imprint. 

» Advertising. National advertising 
campaigns were carried on in The 
Saturday Evening Post, Nation’s 
Business, Business Week and Arch- 
itectural Record. In 1954, 13 ads 
were run in both the Post and 
Business Week and seven ads _ in 
Nation's Business and Architectural 
Record. The advertising schedule in 
the Post 750,000 in- 
quiries in the first ten months of 
the year. The Post ads were also 
built into a series of seven self- 


generated 


mailers, each one keyed to a differ- 
ent ad. 

» Telephone directory listings. 
Every NECA 
readers to the “yellow pages” of 
the telephone book. NECA mem- 
bers at the same time are urged to 
list themselves in the directories. 


national ad directs 


Utilities 
tend to take over leadership of the 
local A/W programs because they 


Installment Buying .. 


have advertising and public relations 
departments set up for it and they 
tend to be sales-minded. 

Nevertheless, it is an amazing 
fact that the first 
utility-sponsored construction pro- 


widely-known 


gram which included financitlg was 
launched only within the past year. 
This plan was promoted by the 
Cincinnati Gas & Electric Co. and 
which 
home owners may have their service 
entrances and homes rewired and 
charged to their electrical bills on 
a time payment basis. 


provides arrangements by 


What actually happens is that the 
home owner hires a contractor who 
does the work for which the home 
owner executes a note. The owner 
agrees to have the contractor assign 
the note to the utility. The only 
requirement is that the owner have 
a good credit rating and that the 
note be large enough for monthly 
payments of $2 or more. A beauti- 


ful, simple plan. 

During less than a year, while 
the program was getting launched, 
the Cincinnati utility accepted 733 
jobs from 219 contractors having a 
face value of $180,932. Advertising 
has been carried on in newspapers, 
car cards, billboards, television and 
radio spots. A cooperative direct 
mailing piece called “Wire on Time” 
has gone to 120,000 persons, with 51 
contractors paying the postage. Since 
Cincinnati's program was launched 
it has been taken up by a number 
of other utilities and is being active- 
ly promoted by the Adequate Wiring 
Bureau. 

Plans of the National Adequate 
Wiring Bureau are established by a 
committee of: 

NEMA representatives; utilities 
(through Edison Electric Institute) ; 
electrical contractors (through 
NECA); wholesalers (through the 
National Electrical 
Distributors), and a group known 
as the International Association of 


Association of 


Electrical Leagues. The leagues are 
a kind of local electrical chamber 


of commerce. 


Program for 1955 .. This com- 
mittee makes the A/W 
and supervises activities. The same 


program 


groups are represented on the ex- 
ecutive committee of the bureau 
which, in effect, is the bureau. The 
plan committee, for example, makes 
1955 plans, presents it to the execu- 
tive committee which accepts it or 
tailors it with additional 
mendations, and then passes it on 
to the NEMA adequitte wiring com- 
mittee which carries the proposed 
budget to the members of NEMA. 
In 1955 this plan calls for empha- 
sis on: 
» Closer liaison with _ builders 
through the National Association of 
Home Builders. 
p» Closer relationship with appraiser 
groups throughout the country. 
» Expansion of the role played by 
banks and savings and loan associ- 
ations in financing the wiring and 
the appliance in one package deal 
and in loans for total wiring mod- 
ernization. 
p> Entrance of additional utilities in 
financing wiring modernization. 
These are primarily long range 
objectives and the method is by ed- 
ucation. cc 


recom- 
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Who kissed Miss Robin at the company party? 


It was none other than that persistent salesmen of 
widgets. And he had four wonderful reasons. 

1. Miss Robin was a real dish. 2. Besides, she 
was the purchasing agent’s secretary. 3. It was she 
who invited him to the party. 4. Being there was a 
once-in-a-lifetime chance to talk to all the people 
who influence purchasing. 

He talked to Griggs the foreman, Callahan the 


4 Wits saturday Evening 


sales manager, Dayton from shipping. and practically 
everyone else. It took a lot of talking but the result 
was a nice fat order. 

But how many salesmen for business and industry 
can get to see all the people who count? It’s really 
a job for advertising. And your best bet is advertis- 
ing in The Saturday Evening Post—it gets to all the 
people who mean business. 


AS OASea: 


—gets to ALL the people who mean business 
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How does Your Salesman rate with the PA? 
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APPROVED LIST...or NOT APPROVED? 


Whether your company’s name goes into the Purchas- 
ing Agent's ‘approved list”. . . or his circular file... 
makes all the difference in the world. If you're on his 
ist of approved suppliers, you're in. But if youre not 
m that all-important list, your competitors are in and 
youre out. 


That’s why it’s such sound sales and advertising 
policy to sell the PA first, last and alw: iys. Clearly. 
advertising can work hand in hand with your direct 


If you sell an industrial product . . 


put PURCHASING power behind it! 


PURCHASING MAGAZINE 


205 East 42nd Street, New York 17, N. Y. 


A basic magazine on any industrial advertising schedule! 


A CONOVER -=-MAST 
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sales efforts to sell the PA on your products, your 
company. 


Recognized as the PA’s own magazine since 1915, 
PURCHASING gives you the largest available coverage of 
industrial purch: ising executives. Purcuasinc’s high 
renewal rate — 80.9% — gives you further proof of its 
value, and its high reade rship. Whatever industry you 
sell to, remember — you're not doing a complete adver- 
tising or selling job ‘unless you cover the PA, 


MU EWSINLE 
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copy chasers 


Readership? Who's to say? 
Sell’s the thing, don’t forget 


® ONCE UPON a time, in the pre- 
historic ages of business paper pub- 
lishing, one of your Copy Chasers 
was a lowly space salesman. And of 
his adventures, which were many, 
this was one of the most remember- 
able: 

He was calling on an account ex- 
ecutive at a bright, up and coming 
agency. The AE asked him for an 
ABC. He supplied same. The agency 
man then started through the break- 
down item by item. “This block of 
circulation is no good to my client. 
Right?” And your Copy Chaser, 
being an honest man and a young 
one, would nod assent. 

As more and more of his audience 
kept melting away, you can bet he 
nodded more slowly, and still more 
slowly, but he knew he had been 
sucked in, and it wasn’t easy to 
change the tide. Anyway, when the 
circulation surgery was finished, the 
account exec turned and said some- 
thing like this, “Well, that leaves 
2,793 potential worth while audi- 
ence.” 

And while Galahad, the salesman, 
looked on, somewhat whitefaced and 
quite unable to speak, the AE went 
on, “Okay, I'll buy it, I don’t know 
of any way we could reach that 
particular group of engineers any 
better or any cheaper.” 

The salesman took a gasp like the 
first gulp of straight vodka, smiled 
like he’d been caught peeking 
through the skylight in the locker 
room of a girls’ gymnasium, and 
made a solemn vow there and then 
never to let such a situation hap- 
pen again . . regardless. 

Who would dare? Waste 
booby trap word in this business. 
It’s not what you don't get that 
matters. It’s only what you get. And 


is a 


looking at what you get with a real- 
istic eye makes much more sense 
than looking at waste with a frown- 
ing one. Unhappily for everybody, 
most advertisers like to delude 
themselves (despite what they tell 
the space salesmen) that they’re 
getting close to 100° of any publi- 
cation’s audience. Not that agency 
men are any more self-honest about 
this. We ourselves have been guilty 
of preparing those advertising pres- 
entations for sales meetings that say, 
“This year 1,200,000 advertising 
impressions behind your selling!” 
Usually, you take the top circula- 
tion for each book, multiply it by 
the schedule, add them all together, 
and . . wowie! 


What’s in Percentages? . . 
This business is a business of de- 
clining percentages, and if you face 
that squarely whom can it scare? 
Your primary audience out of any 
magazine’s total audience is fairly 
easily uncevered. The number of 
these, in turn, who are available, 
(that is, see that particular issue 
and traffic through it) . . well, 
you'd need to be occult to know 
their number, but at least they are 
an x-minus factor. 

From here on in you're at the 
mercy of a particular magazine's 
vitality, habits, and the 
merits of what you put in your re- 
served space. What old Doc Starch 
and the other readership studies 
show “Noted,” ‘“‘Seen-Associ- 
ated,” “Read Most,” . 

always declining 

Reader ratings 
what's a good or bad rating? Here’s 
a power company promoting new 
plant locations in a black-and-white 
page in Business Week. Nine per- 


readers’ 


. down, down, 
percentages. 
who's to say 


vik 


as inserted 





a 


cent of BW’s audience should be 
able to tell you who it was, they 
noted the signature. With a _ total 
circulation around a quarter of a 
million, 9°% works out to a signa- 
ture-noting by 22,500 
Do that well in every ad, and you 
have identity, or recognition. 


executives. 


Four percent of the audience read 
most of the text of the page. To the 
uninitiated that might look pretty 
stinking. But 4° of 250,000 is 10,000 
that’s 
huge. Especially since there’s noth- 
ing synthetic or frivolous about the 
copy. It’s. straight, factual and 
doesn’t pretend to be anything else. 


business men-readers and 


Get in Focus . . What's a good rat- 
ing? Well, let’s take the other ex- 
treme. We recall once, also years ago 
(Gawd, we're getting old) running a 
page in Fortune to sell a privately 
owned library of fine books, mostly 
of a specialized nature. By various 
lists, measurements and navigation 
instruments, you could easily sell 
yourself that there could only be a 
dozen men in Fortune's fine audi- 
ence interested enough, rich enough, 
etc., to buy the bloody thing. We 
suppose if the issue had been 
Starched, the 
been lost in the residue. Well, one 
guy at least we know read the ad- 


rating would have 


vertisement. One awfully  inter- 
ested guy. He bought the library! 
What we're taking all this windy 
time to say is something as simple 
as this: There’s a world of differ- 
ence between advertising TV sets 
and super heaters. For the former 
you want as many people as your 
ad will stop. But for the latter, (un- 
der most normal conditions) you 
want just as few as you can get 
because properly focused, your ad- 
vertisement should by its very na- 
ture eliminate a maximum number 
of deadheads, hold only the most 
specifically interested. 
vontinued or je 104 
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copy chasers... 


Going back to our corny example 
of the library of fine, specialized 
books ° 


ence in “Noted” these two headlines 


. ponder the possible differ- 


might earn .. 

“For Sale: 5,000 Volume Library 
Rare Hunting and Fishing Edi- 

$50,000.” 


of 
tions. Price: 
As against .. 
“Now, and perhaps never again 
will the 


this magnificent library.” 


you have chance to own 

Before we beat it into the ground, 
we'll carry on. We're not trying to 
contro- 


talking 


rating 
We're 


means 


start a readership 


versy or confusion. 


about ratings as a of de- 


dustry. 

On the inside front cover Rohm & 
Haas Co., in a handsome full-color 
the 
This baby is really 


page offers “Sugar by ton. 
99.99 
over our heads (it promotes some- 
“Amerblite Ion Ex- 
change Process” whatever that is), 


but its concept as an advertisement 


pure.” 
thing called an 
four-color 


to 
hang in your living room, and yet 


is excellent. Interesting 


illustration, handsome enough 


product pertinent. Text, just hon- 
est-to-God straight writing: 


here .arer 





HODEM & EERAS COMPANY 








Stout “hearts” 
for new Navy sub killers 














approach, helped immensely, we 
should add, by the illustration (two 
men in the dark, “spot” from a 
flashlight on a furnace wall). Head- 
line: “Why accept frequent furnace 
repairs and production losses as 
‘routine?’ Today, there’s one... 
Sure Way To Avoid Shutdowns.” 
This long headline (and we've be- 
come more and more fond of long 
headlines lately) is effectively han- 
dled in two lines and two contrast- 
ing sizes of type. Good businesslike 
text that right out with, 
“What causes most refractory fail- 
ures?” 

This two-color page for Eastman 
Chemical Products suggests to us 
that there is no need to be over- 
technical or ponderous, even when 


starts 


Why accept frequent furnace repaws and production losses as “Touting"? Today, there's one 


Sure way to avoid shutdowns 


as . “ 


70 WORK TH FOL 


CARBORUNDUM 





rtinent 


veloping a state of mind before you 
conceive and write an advertise- 
Thus, you may never find 
yourself in the spot of 
trying to defend a poor rating, but 
rather explaining lucidly and con- 
vincingly why instead it can only 
mean a tightly efficient group of the 
right kind of readers. 


ment. 
defensive 


Anyway, don’t say we didn’t warn 


you.. 


Healthy Horizontal Field 

Let’s look at the advertising pages 
of a magazine such as Scientific 
American. We doubt if we've ever 
looked at it before. It should be an 
interesting audience technical 
management, cutting across all in- 
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Well, we'll be damned. It’s not 
over our heads after all! 

We quite 
minds about those Lycoming Engine 
advertisements with the grusomely 
by Artzyba- 


at this one, 


never made up our 


animated drawings 
sheff. As 
“Stout hearts for new Navy sub 
killers’ we do have to admit Ly- 
coming certainly has created an 
identity for itself. And for this type 
of public relations advertising, 
that’s half the battle. 

Carborundum Co. has a dramatic 


we pause 


Carborundum jramatic approach 


addressing a scientific audience. The 
headline simply “Tenite 
solves many problems.” The photo- 
graphs, of which there are three, 
are examples of the wide adapta- 
bility of this plastic . . “Corrosion,” 
“Light Weight,” and for “Plant 
Safety” Each closes 
neatly, too, with a leading question. 
Sample: 


states, 


use. caption 


“Plain Safety Tenite Butyrate in 


tough, 


glazing 


sheets is an excellent 
for 


not 


transparent 


material explosion-vent win- 


dows. Tenite will shatter like glass 
under the force of an explosion, but will 
bow and pull away from the casing tc 
permit quick release of the blast pressure. 
Do you have a use for a tough transpar- 
ent plastic like Tenite?” 

Continued on page 108 








post mortem on alost Sale am mm 


s The plain fact was that the salesman got there too late. Competition 
got in on the ground floor. But you can beat competitors to the gun much 
more often by making it easier for more buyers to call in your men first. 

«A good catalog program is the key, because those who specify in 
industry almost always use catalogs to sift suppliers before calling in sales- 
men. And your catalogs can be planned specifically to induce more of them 
to call your men. They can be placed strategically in the offices of all poten- 
tial customers and kept there ready for instant use. s Helping manu- 
facturers get more invitations for their men to call, through better cata- 
log procedure, has been the whole business of Sweet’s for nearly 50 years. 
A helpful new booklet, ‘““Your catalogs—key to more orders,”’ is yours for 
the asking. Sweet’s Catalog Service, div. of F. W. Dodge Corp., Dept. 31, 
119 W. 40 St., New York 18. Offices in all principal cities. ‘“The easier 
you make it for people to buy your products, the easier they are to sell.”’ 
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nahe INDODR PAINTING 
SHORT CUTS IN PAINTING ee seat Por Popo . 


> ayy @ 
that will save you time and money 


Article from Pittsburgh Plate Glass 
Company booklet, “Color in Action.” 
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Boker 39-1 


What the best of clerks hasn’t time to do 


Even the best of clerks can’t send the customer home with step-by- 
step, picture-perfect instructions on how to use a product. 

But a photographic manual, such as that put out by the Pitts- 
burgh Plate Glass Company, can go home with the customer, 
make it certain and easy for him to get the satisfaction that means 


repeat business. 


--- photography does so well 


In almost every phase of customer-prospect communications, 
photography aids sales by dramatizing ideas, clarifying facts, 
realistically explaining actions. Check the list of eleven basic func- 
tions of advertising and see if you are making full use of what 


photography can do for you. 


V Market Research—Photo-report- 
ing: still and movie studies of buying 
habits; product application pictures; 
record shots of displays. 


V Plans and Presentations—Pic- 
tures of typical market conditions. 
Slides for presentation of charts, sug- 
gested layouts for ads, and dummies 
for booklets and brochures. 


V Layout and Illustration for 
magazine and newspaper ads, direct 
mail, sales and service literature, cal- 
endars, car cards, billboards; product 
pictures; installation and application 
pictures; background and atmosphere 
photos; photocopies. 


V Packaging—Product pictures; 
how-to-use photos; photo lettering; 
photo composition. 


V Merchandising Displays (win- 
dow, counter, floor)}—Product installa- 
tion, application and demonstration 
photos—life-size, jumbo; background 
and atmosphere photos. 


V Trade Shows—Product, installa- 
tion and application photos and blow- 
ups. Sequence stills and movies for 
demonstration. 


V Public, Stockholder, and Em- 
ployee Relations—Product, plant, 
situation, candid, and portrait pictures 
for house organs (internal and exter- 
nal); photographs of new or improved 
products and of interesting or unusual 
events for news release; institutional 
movies; slides for illustrated talks. 


V Sales, Sales Training, and 
Service—Product, installation, appli- 
cation, and service pictures; sales bul- 
letins and manuals; stills, slides, movies 
for presentations aad exhibits. 


V Television Production—Dra- 
matic and other programs; films of 
products in use; stills for commercials; 
photographic backgrounds. 


V Printed Production—Prints, 
transparencies, films for photome- 
chanical requirements; photocopies. 


V Administration—Miniature prints 
of layouts and/or ads in process or 
completed ; office copying, microfilming 
for record files and storage. 


EASTMAN KODAK COMPANY 


Rochester 4, N. Y. 
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Look what's happening in metals 


THE “AGELESS 


THE 17-YEAR-OLD ROOF OF PHILADELPHIA'S 
CHRIST CHURCH IS A LESSON 

IN PERMANENCE AND LOW UPKEEP 

FOR BUILDERS OF TODAY—AND TOMORROW 





acl ANACONDA 











* Nice Writing . . G 


vincingly for Anaconda. Re 





* 


Star Ads 
of the Month 


These ads have 

been honored this 
month by the Copy 
Chasers, who stamp- 
ed them, “OK as in- 


serted.” 


Beit TELEPHONE LABORATORIES 
MPROVING AMERICAS TELEPHONE SERVICE PROVIDES CAREERS 
FOR CREATIVE MIEN IM SCIENTIFIC AND TECHNICAL FIELD} 











% Good and Simple. . The telephone people 
have always seemed to have a happy habit of 
4 


keeping things simple. See page 114. 


Continued on page 110 
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One of a series illustrating the wide use of plastics...in everything from autos to 
toys, building materials to costume jewelry, office equipment to home appliances. 


IN HARDWARE, the news is 
in plastics . . . now about 60% of the 
ee ee items carried by a good general hard- 


ware store use plastics! 


ns IN PLASTICS THE MAGAZINE IS...MODERN PLASTICS 
me 
a“ 


CSF Starting in 1925, MODERN PLASTICS 
a soon became the authority of the plas- 
ok a tics field. By doing a tremendous ed- 
ucational job, showing how plastics 
could be made and used, it pioneered 
new worlds for more and more prod- 
uct manufacturers. Because MODERN 
PLASTICS plays a major role .in the 
field’s continuing growth, its circula- 
tion has grown steadily, too. Here’s 
the picture: 


n 
% 
\ 


— owe ee wee — 


f 
; 
{ 
| 
\ 
| 
\ 
| 

| 

\ 

‘ 


For more information about the maga- 
zine and the market, write: 


MODERN PLASTICS 
A Breskin Publication 


575 Madison Avenue 
New York 22,N.Y. AB 





because they know 


chemical needs 


in quantity. Mallinckrodt’s 
oduction facilities are geared 





A> 
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High-Purity Fused Alumina Grains... 
What Can They Do For You? 


sion manufacture of chemicals 


a few tons to carload lots.” 


We could put all 
sentence. Couldn’t you? 

In contrast, we offer this Norton 
Co. page, packed with solid meat. 
“High-Purity Fused Alumina Grains 
.. .What Can They Do For You?” 
Apparently this is a matter of a ma- 
terial in quest of new uses and new 
markets. The strategy simply to ex- 
pose it, define it and then let 
nature take its course. 

In the long copy department we 
also like GE’s all-type page, “What 
General Electric people are doing 

Three items are covered at 
considerable length “Brainy 
Punch Press,” “X-Ray Microscope,” 


that in one 





and “Cleaner Alloys.” 





These two pages are part of the 
extraordinarily interesting cam- 
paign Anaconda is running on the 
subject of “Look what's happening 
in metals.” This is the story of “The 
Ageless Roof,” the 117-year old roof 
of Philadelphia’s Christ Church. But 
here, read it yourself: 


Nice writing, yes? And from here, 
the copy goes into Anaconda’s con- 
tribution on types of con- 
struction, new forms of copper and 
new application methods. Good use 
of photography all in all an ok 
AS INSERTED to JAY POOLE, copy- 
writer, Kenyon & Eckhardt, New 
York. 


newer 
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This color page of Mallinckrodt 
Chemical Works disturbs us a bit. 
“Elementary” says the headline, and 
elementary is the copy, indeed. Well, 
read it and see what you can find: 


1 saves money ev%n 


. More than 


In direct contrast to such specific 
and technical copy, we cite the 
American Cyanamid campaign, tru- 
ly handsome full-color advertise- 
ments of a public relations or in- 
stitutional nature. This one, “Chem- 
istry lends a hand,” shows a flyer 
in the drink holding a flare, and 
sells Cyanamid’s great research and 
development facilities. 

The telephone people have always 
seemed to have a happy habit of 
keeping things nice and simple 
easy headlines; plain, orderly layout; 
nothing tricky. Certainly this Bell 
Laboratories is a classic example. 
Its headline “1 part in 10,000- 


n page 114 








What General Electric people are doing. . . 


BRAINY PUNCH PRESS GRY MICROSCOPE CLEANER BALLOTS 


Progress 's Our Most Important Product 


GENERAL @@ ELECTRIC 





Chemistry lends a hand 


°. cc 


surely Coanasnid casper 








American Cyanamid . . good strong picture 





How well do they like it? ASK ’EM8 .. 


Be, 


IF YoU ARE A MANUFACTURER, or represent one, you have doubtless found 
that market surveys are an accepted tool for testing the market 
‘for your product, Going direct to the users produces results that are 
factual and helpful regarding your market status. Surveys of user preferences 
often furnish data for further improvement of your product. 
A publication is similar in important respects:to'an 
industrial product. It is designed, manufactured; and distributed. 
Its users either like it or they do not if! they like it, 
they continue buying. A publisheryJike the manufacturer of a product, 
wants to know just how welb’HiS-magazine is received, whether it is 
fulfilling the need for which* it was planned, and how it ranks 
alongside its competition. So, he is interested in impartial 
preference. surveys among men who read, or should read, his publication. 
The, chart herewith shows the over-all results of four such surveys 
in, the textile-mill publication field. Each survey embraced 
¢i@-complete cross-section of the textile industry, but was addressed 
¥- only to men with purchasing power. Note that the relative standings 
of all the publications show a remarkable consistency through all of the surveys. 





OVER-ALL READER PREFERENCE AMONG TEXTILE MILL EXECUTIVES IN FOUR SURVEYS 


TEXTILE WORLD 
PAPER B 
PAPER C 
PAPER D 
PAPER E 


PAPER F 
em 


PAPER G og ad 1952... Crossley Incorporated 
1951 —C Survey in industrial Field 
PAPER H ..-. (Textile Mill Returns only) 
1949 — Bureau of Applied Social Research, 
PAPER | +. Columbia University (2nd Survey) 





1947 — Bureau of Applied Social Research, 
PAPER J rr _ Columbia University (1st Survey) 


PAPER K i. ee 
To simplify comparison of results in these four surveys, the men- 
PAPER L Rg. tions for each publication ore figured at their percentage of the 
total mentions in the specified survey. 


PAPER M fon om 


PAPER N fA 





FIRST jn circulation... FIRST in buying-power penetration... FIRST in readership... .FIRST in advertising volume 


TEXTILE Yom 


VY TextieWorp &@ 


A McGraw-Hill Publication, 336 West 42nd Street, New York 36, N. Y. 


"'A S VSEFUE A S AN Y MACHINE IN |e. ie mt %b* 
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4 more ways “ 


KNOW YOUR ADVERTISER’S 
BUSINESS ... or don’t take 
his time...said E. B. 
Wintersteen at the latest 
“HOW” session of ABP’s 
New York Dotted LineClub. 
A good salesman; he said, 
needs no crutches... but 
working knowledge of a 
prospect’s business. Half a 
dozen speakers gave a solid 
refresher course on better 
service selling. 


E.B. Wintersteen, General Manag- 
er of Starchroom Laundry Journal, 
and National Cleaner & Dyer 


~~ 


~ 


since when do editors sell papers ? 





Since when? Since always. Good editing is what builds 
and holds circulation. 

That was one big point made by the publication and 
agency men (see pix, right) who spoke at the ABP Circu- 
lation Conference hailing the 40th Anniversary of ABC. 

The logic’s simple. You can’t keep selling a poor product. 
This is particularly true of business papers. They’re 
specialized papers that must collect hard dollars, year 
after year, from hard-headed business readers. If the editor 
gives them facts and ideas they can use...they buy. If 
not...no sale. 

So the familiar ABC report tells you how well an editor’s 
selling. It’s a yardstick of editing as well as circulation. 

One thing’s sure: editors of ABP publications (all of 
them ABC) have got to make their papers sell . . . and they 


know it. It keeps them working hard—and continuously 
—to give readers more for their money. 

When readers get more out of a publication...so do 
advertisers. 


THE ASSOCIATED BUSINESS PUBLICATIONS 
Founded 1906 * 205 East 42nd Street, New York 17, N.Y. 


HOW MANY PEOPLE READ 
AN AD is not necessarily 
an efficiency measurement 
of a paper, since ad copy 
is a factor. But, Alfred 
Politz told the ABP Pro- 
motion and Research 
group, ABC figures and 
statistics on audience 
characteristics combined, 
can tell a lot about how 
many readers an adver- 
tiser can have, 


BETTER RESEARCH BETTER PROMOTION 


Alfred Politz, president of Alfred 
Politz Research, Inc. 





G. Lewis, Director of Circulation and V. P 





| 


Roger Barton, Editor, Advertising Agency 


} i 


J \ 










H. H. Kynett, Senior Partner of The Aitkin ; 


Bernard C, Duffy, hig of Batten, Barton, 

Durstine & Osborn, Int., advertising agency 

and long-time Digector of ABC \ 
\ 


Kynett Co., Philadelphia advertising\agency 
and a a and past’ Chairman of\ ABC 


immons-Boardman Pub. Corp President 
f ABP’'s National Circulation Round Table 


Magazine and President of ABP’s National 
Conference of Business Paper Editors 








business paper advertising 


“HIT THE ROAD” HITS THE 
PRESS AGAIN! As ABP’s 
booklet goes to press for 
the fifth time, Billboard’s 
K. Kemper presents a 
cover blow-up to Lloyd 
Dunn, who wrote it. His 
easy-reading primer on 
primary ad-research is one 
of the most popular of 
ABP’s how-to-do-it book- 
lets. If you haven’t aeopy, 
ask ABP for one. 


Lloyd Dunn, Vice President in 
charge of Merchandising, Capitol 
Records and Kemper, Vice 
President, The Billboard and 
Chairman ABP’s Merchandising 
Papers Committee (left) 


BETTER ADVERTISING 








HOW IS PAID CIRCULATION BUILT... AND BOUGHT? Answers to both questions were 
keyed to editing, at the ABP National Circulation Round Table in New York. 
Robert G. Lewis put the idea bluntly: you can’t keep selling a poor product. 
H. H. “‘Doc’’ Kynett explained: the fact that a subscriber pays is a qualitative 
factor in media selection. Roger Barton said: it takes an editor with knowledge 
of his field to hold readers. Ben Duffy put it this way: the ABC label enables a 
space buyer to select media with confidence. Over 400 attended the sessions salut- 


ing ABC on its 40th Anniversary. 


GET YOUR ENTRIES IN NOW! 
At work on the next ABP 
Advertising Contests are 
Justin McCann, in charge 
of Awards for Advertising 
in Merchandising Papers 
...and Brad Wilkin who 
has Awards for Advertis- 
ing in Industrial, Profes- 
sional and Institutional 
Papers under his wing. 
Closing date: Jan. 31,1955. 
Ask ABP for contest rules. 


Vice President, 
Haire Publishing Company and 
Brad Wilkin, Publisher, Pro- 
gressive Architecture (left) 


Justin McCann, 


SEND FOR THESE HELPS 


Here are two of ABP’s many pamphlets and 
booklets. They’re all planned to help you use 
business papers more effectively. Write ABP for 
the ones you want. 


KNOW-POWER—the story of America’s business 
press in action. Fresh insight into how it works 
... the job it’s doing for business and industry, 
government and education. Important and inter- 
esting reading! 


MAN-IN-THE-MIDDLE—eight folders on eight copy 
themes...spelling out advertising jobs you can 
do in the merchandising press...to sell more to 
and through dealers. 





copy chasers .. 








or General Mills. Inc. 











000,000.” Above it, just a plain old 
square half-tone, but 
because it shows two men closely 


interesting 


examining some sort of a tube. Cap- 
tion: 


apparatus 

tion heating coils. F 
electronic amplifiers Jer 
made extremely pure. Then 
are added in controlled 


transitor performance. 


But it’s not until you get to the 
main text that you get Bell writing 
at its best. . . 

Nice going, hey? An OK As IN- 
SERTED to CHARLES FISHER, copywriter, 
N. W. Ayer & Son, New York. 


General Mills does well with the 
story of the “World’s Keenest 
Eye?” This is all about the “Y-4 
Periscope Bombsight” built by the 
Mechanical Division of General 
Mills. Maybe you didn’t even know 
this cereal maker even had a me- 
chanical department. Well, maybe 
that’s why they’re running interest- 
ing ads like this one. 

Douglas Aircraft animates a head- 
line most intriguingly with  sil- 
houettes of planes “Name any 
type of modern wing . 
... delta thin, straight ... or 
conventional ... it has been built 
and flown by DOUGLAS.” 


. sweepback 


Lessons in Headlines . . Whether 
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it’s favorite reading of yours or not, 
you must admit that Reader’s Digest 
has the best headline-writing talent 
in the business. Headlines like these 
(from the cover of the March issue) 
just can’t be matched in advertising 
(but at least you can try): 


fr. Ruark 
The Queen Behind C 
What You Should Know About Strokes 
The Truth About the Foreign Legior 


Our New Frontier Is at Our Feet 


The S 


iV 


Granted, those headlines evolved 
out of editorial material of the 
broadest possible interest, often 
spectacular in nature. Still, note 
the promise of reward for reading, 
the specific labeling (in 
cases) of the topic so that the read- 


most 


er can select according to his inter- 
est, the absence of abstract ideas, 
the conciseness of the phrase and 
use of short, “hard” words. 

Watch how Reader’s Digest does 
the rhythm of its construction, the 
it; you'll learn something of value 
to help you build greater appeal 
into your advertising. 


Forbidden Words 

According to Time, the city editor 
of the Los Angeles Examiner posted 
a list of forbidden words in an ef- 
fort to keep his reporters and re- 
from using cliches. 
Among the banned words and 
phrases were: aired, bared, probe, 
innocent bystander, fair sex, legal 
bombshell, ill-gotten gains, socialite, 
tongue-lashing, nuptial knot, sweep- 
ing investigation, whirlwind court- 


write men 


ship. 


A similar list could be posted for 
business paper advertising. The 
following have reached, for us, the 
point of irritation: 


painstaking research 

years of actual experience 

rigid specifications 

outstanding reputation 

exhaustive tests 

your most exacting requirements 

know-how 

readily accessible 

built to take it 

performance-proved 

job-engineered 

actual field test 

step up performance 

long, trouble-free life 

cash in on 

it will pay you to learn 

why not 

no time like the present 

tops 

everything you want in a 
We will contributions 
from our readers. 


welcome 


A Tip For You 

Maybe there’s a good tip for you 
here . . if yours is one of the quite 
a number of firms with names often 
mis-pronounced. Says Hinde & 
Dauch: 

= rhymes with FIND 
is pronounced DOWK 


Now we know. We never dared 
mention the name because we just 
didn’t know. 


The Copy Chasers 





r 


how do YOU pronounce 
MIinDOg @ DAUCH 


HINDE & DAUCH 


SANOUSKY. OMIO 
~ 





Hinde & Dauch . . now you know 





\ndustrial 
Maintenance 
vo 35 mage 

VACUUM PUMPS 
The Least Pressure 


THE MARKET 

—is the manufacturing industries. 
INDUSTRIAL MAINTENANCE AND PLANT 
OPERATION is a horizontal monthly 
covering over 42,000 plants, the largest 
and most active in 22 basic industrial 
fields. Each plant, to qualify, must have 
either a Dun & Bradstreet rating of 
$50,000 or better, or 50 or more 
employees. 


THE AUDIENCE 

—is the industrial Plant Operations 
and Service Group. With the largest 
circulation in its field [NDUSTRIAL 
MAINTENANCE AND PLANT OPERATION 
reaches over 70,000 maintenance, engi- 
neering and purchasing executives— 
the men whose job it is to keep plants 
and equipment running at top efficiency. 


By function— 
e@ 36,547 are plant operating, engi- 
neering and production men 
@ 16,295 are maintenance officers and 
supervisors 
9,684 are purchasing officials 
8,917 are management and admin- 
istrative men 
This group specifies and buys $15 billion 
worth of goodsa year, including replace- 
ment, maintenance and repair supplies, 
safety devices, and materials handling, 
sanitation and other equipment. 


- fe. 34 


CEMENTED CARBIDES: 


Reduce Wear and Downtime! 


Complete, 
Productive 
Coverage 

of the $15 BILLION 


Plant Operating Market... 


Industrial 


aintenance 


REPLACEMENT SALES 

As machinery and equipment parts 
wear out they must be replaced. IN- 
DUSTRIAL MAINTENANCE AND PLANT 
OPERATION’S readers are responsible 
for the specification and purchase of 
replacement and component parts for 
every piece of machinery in their plants. 


EDITORIAL FORMAT 

INDUSTRIAL MAINTENANCE AND PLANT 
OPERATION’ Seditorial content isdevoted 
exclusively to valuable, factual infor- 
mation for the Plant Operations and 
Service Group. It combines practical, 
helpful “*how-to-do-it” articles with 
up-to-the-minute news on products, 
equipment and techniques. The read- 
on-the-run tabloid format helps busy 
executives get the facts they need fast. 


LOW RATES 

INDUSTRIAL MAINTENANCE AND PLANT 
OPERATION’S rates are low. Cost per 
thousand readers is only $1.97 (based 
on 1 /9-page unit, 12-time rate), lower 
than that of any comparable medium. 


HIGH FLEXIBILITY 

Another plus for advertisers: INDUSTRIAL 
MAINTENANCE AND PLANT OPERATION 
offers unusual flexibility for a tabloid 
format publication. Units all the way 
from 1 /9 to full pages may be used. All 
standard 4-A colors are available. 


AND PLANT OPERATION 


RAPID GROWTH 

A quick measure of INDUSTRIAL 
MAINTENANCE AND PLANT OPERATION’S 
value to advertisers: in 1953 advertising 
volume increased 43.1°, over 1950. 
And the first quarter of 1954 shows a 
6.2% increase over tiie same period 
in 1953. 


Last year 271 advertising agencies, in- 
cluding many of the biggest industrial 
agencies in the country, used INDUs- 
TRIAL MAINTENANCE AND PLANT OPER- 
ATION for their clients, a total of al- 
most 400 advertisers. And the renewal 
rate among advertisers is an impres- 
sive 96%. 


INQUIRIES — SALES 

INDUSTRIAL MAINTENANCE AND PLANT 
OPERATION has an outstanding record 
for pulling inquiries that lead to sales. 
Only executives in a position to specify 
and buy qualify as readers. These men 
turn to INDUSTRIAL MAINTENANCE AND 
PLANT OPERATION for product news. 
Your product story here will be read 
when they’re most receptive. 


VERIFICATION 

Verified controlled circulation is an 
impressive 98.34 °7,— again tops in its 
field. That means INDUSTRIAL MAINTE- 
NANCE AND PLANT OPERATION gives 
you more for every advertising dollar. 
Want additional evidence? Write now 
for media and market data book. 


NEW MARKET 





Industrial Maintenance 


AND PLANT OPERATION 
MAINTENANCE PUBLISHING CO., 3626 Filbert St. 


PHILADELPHIA 1, PA. 


DATA Boo 
Now Availabie 
‘ 

Write for your 
Copy toda Y. 
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employe communications 


public relations 


by Robert Newcomb 
and Marg Sammons 
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Less Haste, Waste . . Di 


in drive for 


1 published chart sI 


jlasses, flashlights 


1954 employe relations stress 


politics, economy, good product 


Management more willing to air political preferences to workers 


® THE YEAR 1954 provided some 
interesting developments in the 
busy, changing fields of employe 
communication and public relations. 
The separated sciences of talking to 
employes and talking to the public 
came still closer to a merger, and 
this was one of the more noteworthy 
near-alliances of 1954. In another 
year you will probably see employ- 
er-employe and 
public relations, in many concerns, 


communication 
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living under one roof. That is as it 
should be. 

A glance back over the calendar 
to January, 1954, reflects what has 
been going on in this busy year. 
These are some of the highlights of 
communication for 1954: 

1. Managements became more po- 
litical in their communications. In 
years gone by, most industrial man- 
agements were visibly reluctant to 
show any political bias. But the 


Industry’s relations with 
Employes/Stockholders 
Distributors/Suppliers/ 
Neighbors 





shift in administrations which oc- 
curred in January, 1952, and the ad- 
justments and confusions that fol- 
lowed, prompted some managements 
to take up the cudgels for good 
government, to talk political aims 
and accomplishments for the first 
time. 

One employe publication, twice in 
1954, frankly showed its bias for 
the Republican administration, listed 
administration accomplishments and 
openly applauded the administration 
so that employes could hear. Al- 
though there was only a slight use 
of these political techniques early in 
the year, by the year’s end the de- 
sire of management to speak up on 
political themes seemed to be gath- 
ering momentum. 

2. Communications tackled the 
quality theme. The need for quality, 
the importance of the customer . . 
these were themes upon 
which people 
pounced early in 1954. Some au- 
thors of morale material for em- 
ployes babbled in vague and general 
terms about quality, but others got 
down to cases. 

3. The problems of retirement 
were weighed. More 
people in 1954 gave some thought to 
retirement not only those who 
had reached retirement, or who 
were on the brink of it, but manage- 
ment people generally. People in 
the field of employer-employe com- 
munication found themselves in the 
new, additional role of interpreters 
. . they were called upon to explain 
to prospective retirees what retire- 
ment was about. 

4. Communications surveyed the 
youth problem. Juvenile  delin- 
quency isn’t yet widely considered a 
problem for communicators, al- 
though the day can’t be too far 
away. What concerned communica- 
tions people about youth in 1954 
was what concerned management 

Continued on page 118 


related 
communications 


and more 
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~ No matter which you use... 


EVERY 


PROJECTOR IS. 


Many projectors LOOK somewhat alike, 
in appearance and pvice—but Viewlex 
has something extra! Rigidly controlled 
standards of QUALITY carried through 
every step of manufacturing assure pro- 


jectors that are trouble 


free and a 


delight in operation. VIEWLEX QUALITY 
CONTROL is a precious property—it is 
the real reason why Viewlex guaran- 
tees every Viewlex projector for a 


lifetime! 


V-2€ -V¥-22€ - ¥-25C ) 


For 35mm filmstrip single 
and double frame, vertical 
and horizontal pictures, 2x2 
and Bantam slides, any 
type mount. Change from 
filmstrip to slides in sec- 
onds, V2C—150-watt, V-22C 
—300-watt motor fan cool- 
ed. V-25C—500-watt motor 
fan cooled. 3-5-7-9-11 inch 
lenses. 


VIEWLEX VIEWTALK 


Plays- standard and long- 
playing records, up to 16" 
——two permanent needles 
on twist arm. 33!/3, 45, or 
78 r.p.m. Model WR— 
4" x 6" detachable speaker 
for 150 or 300-watt Viewlex 
projectors. Model WHD— 
6" x 9" detachable speaker 
for 500-watt projector. 


j VIEWMATIC 


Remotely controlled and au- 
tomatic magazine fed slide 
projection of 2 x 2 slides. 
Holds 30 slides, changed by 
remote control push-button 
or automatic timer, Runs 
forward or backward at any 
speed. For teachers, lec- 
turers, sales and advertising 
promotions. 


(W 


= 


V-4S — V-44S 
For single-frame filmstrip. 
The ideal budget-priced 
filmstrip projector. Clear, 
sharp projection; brilliant 
illumination; simple to oper- 
ate. Cannot tear film. Mod- 
el V-4S 150-watt convec- 
tion cooled. Model V-44S 
300-watt motor fan cooled. 
2", 3", 5° and 7" focal- 
length lenses available. 


(viewer AP-7CT 


For professional use where 
size of audience demands 
extreme brilliance. For sin- 
gle and double frame, ver- 
tical and horizontal film- 
strips and 2 x 2 and Bantam 
slides. Finest optical system 
ever devised. 750-watt. Mo- 
tor fan cooled. 


STRIP-0-MATIC 


Remote control 35mm film- 
strip advance mechanism. 
Hand-held push-button. Al- 
lows complete freedom of 
movement. Speaker can 
stand wherever he wishes, 
or even sit with the audi- 
ence. For use with all View- 
lex filmstrip projectors (il- 
lustrated here with V-25C). 


“Change-O-Matic’’ Automatic slide 
changer accommodates paper, glass, 
metal, or tape slides intermixed. 


35-01 QUEENS BOULEVARD 
LONG ISLAND CITY 1,.N. Y. 
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employe communications . . 


generally: Youth doesn’t understand 
industry. To help shed light on in- 
dustrial operations, to encourage a 
youthful interest in business, many 
managements 
school visitation programs, and made 
it possible for more pupils to take 
in plant tours. 

5. Waste and scrap were big prob- 
lems in 1954. The reduction of waste 
and scrap in industrial plants 
offices included . . 
major concern to managements dur- 
ing the year, and therefore to the 
communications people who touched 
base regularly with employes. Out 
of the need for waste and scrap re- 
duction came many good, cost-sav- 
ing programs. 

6. Safety took on a more local 
tone. In 1954 many devices of com- 
munications . . particularly the pub- 
lication for employes showed a 
drift away from the orthodox safety 
message, and a heavier concentra- 


was a matter of 


tion on original material. 

7. Communications people took a 
closer look at the grapevine. In the 
year 1954 some of the communica- 
tions men began to figure out better 
ways to nail idle rumors at the 
source. The system called for better 
team-play between communications 
people and the supervisors, more 
use of bulletin boards, and franker 
discussions in news media. 

8. The communicator tried to bring 
sales and production together. In 
many factories around the country, 
as any communications man weil 
knows, there is somewhat less than 
an ideal relationship between the 
sales personnel and the plant per- 
sonnel. In 1954 there were several 
heartening indications that the com- 
munications man in his role of 
interpreter was doing a better 
job of explaining to each group the 
essential character of the other. 

9. The 
came of age. The communications 


employe annual report 
man, yielding in some cases to the 
curiosity of plant people, responded 
with reports of management’s 
stewardship. Some reports were 
drab, but others were bright, in- 
formative. 

10. Communications people helped 
supervisory relations. Anyone in 
communications in 1954 was aware 


8 /industrial Marketing 


stepped up their 


of the strains in the management- 
supervisory relationship. With all 
that has been done in this field, there 
remains much to be done. To this 
problem quite a few communications 
people dedicated themselves in 1954 

in a variety of ways. They be- 
gan to work more closely with su- 
pervisors; they wrote articles about 
them, explaining the supervisory 
functions. They followed supervisors 
around with cameras, so they could 


report intelligently to employe-read- 
ers. They sat in on_ supervisory 
meetings. 

Those are ten highlights. Naturally 
there are others. In 1954, for ex- 
ample, the communications man 
found himself in the distasteful role 
of announcing and explaining lay- 
offs, to employes and to communi- 
ties. The communications man found 
himself linked more closely than 
ever to civic problems. ® 





Communications man of the month.. 


The Jones formula makes employes 


think about themselves . . saves necks 


John A. Jones 

® SOME YEARS age the National 
Safety Council introduced a bum- 
bling little comic character known 
as “Hap Hazard,’ who could be 
counted on to be accident prone on 
a three-shift basis. The label was 
affixed to a mythical character, but 
it might be even more appropriate- 
ly applied to many people in indus- 
try. 

It is now some moons since an 
alert and enterprising ex-newspaper 
reporter named John A. Jones took 
a look at the safety problem at 
Weirton Steel Co., in Weirton, W. 
Va., and decided that a partial solu- 
tion to the problem was within his 
own grasp. He was then editor of 
Weirton’s “Employes Bulletin,” a 
large, tabloid-size magazine issued 
for the steel mill’s workers. He 
mulled over the problem of getting 


safety on peoples’ minds, and the 
result was the first of a long, smash- 
ing series of annual issues given 
over to safety. Jones, now Weirton’s 
director of publications and pub- 
licity, has now passed his editorial 
mantle to the capable shoulders of 
Alfred J. Knight, but the Jones 
safety issue formula continues. Each 
year people in employer-employe 
communication look to it not only 
for guidance, but for inspiration. 

The Jones formula this year was 
broken down into several editorial 
and pictorial features: What safety 
means to the company, as seen by 
the operations vice-president; the 
foreman’s role in safety, which dis- 
closes that the supervisors them- 
selves have a lost-time accident rec- 
ord; safety gear for every job 
what it looks like and how it’s used. 

The “Bulletin” safety issue shows 
in graphs where injuries most fre- 
quently occur to the human body. 
The First Aid room gets a pictorial 
once-over, as does open house at 
Weirton’s hospital. The safety rec- 
ords of all departments are shown. 
A new piece of safety equipment is 
illustrated and described. There is 
a section on “good housekeeping” 
for the mill; do’s and don'ts, and 
tips on safe driving. The issue, in a 
fine civic gesture, introduces the 
local police force by picturing every 
officer. 

Johnny Jones over the years has 
saved lives and limbs, simply by 
compelling people to think about 
themselves. = 





LARGER INVESTMENT PER PUBLICATION YIELDS 
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SALES PER SALESMAN VS. INVESTMENT PER BUSINESS PUBLICATION 
(Based on 1953 figures from 278 Industrial Advertisers) 
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TO DETERMINE the relationship between the 
amount of money invested in business magazine 
advertising, and the gross sales per company, 
the 1953 advertising and sales records of 278 
business paper advertisers were analyzed. 


THE RESULTS (as tabulated on the above 
chart) showed that while the average number of 
publications on the schedule remained about the 
same for each group, the gross sales per sales- 
man increased as the amount of money invested 
in business publication advertising increased. 


McGRAW-HILL PUBLISHING COMPANY, INC. 


CONCLUSION: This study (covered in Data 
Sheet No. 5041) indicates that larger invest- 
ments in business publications can develop 
larger sales per salesman, and are therefore an 
effective means of helping salesmen increase 
their volume. 


TO SERVE YOU: McGraw-Hill Research is 
one of the many services maintained by the 
McGraw-Hill organization for its advertisers. If 
you want facts on subjects related to advertis- 
ing performance and effectiveness, ask your 
McGraw-Hill man. 
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M:GRAW-HILL fmm 


ARD 330 WEST 42nd STREET, NEW YORK 36, N.Y. ava 
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editorially 


No Let-Down in ‘55 

® The high level of business activity in 1954 has 
astonished some of the more conservative fore- 
casters who had expected the minor business dip 
which developed in the latter part of last year to 
become a full-fledged recession. Actually, 1954 is 
closing as the second best year, in terms of busi- 
ness volume, employment and capital investment, 
in our peace-time history. 

The outlook for 1955 may be indicated to some 
extent by watching the stock market, which is 
reflecting unusual public optimism by continuing 
to advance the prices paid for standard securities 
This action of the market was again a surprise, as 
most economic forecasters, taking the word of the 
political pundits who expected a sweeping Demo- 
cratic victory in the November elections, thought 
that such a change of sentiment might be less 
favorable to business. Actually, although the 
Democrats gained enough votes to win control of 
Congress, their leaders are principally conserva- 
tives who will probably not change the Washing- 
ton climate as far as business is concerned. 

On the other hand, continued population growth 
and needs demand heavy capital expenditures fo1 
such things as highways, schools, hospitals and 
other service facilities. With capital invested in 
new plant facilities and equipment likely to be 
spent at almost as high a rate as in 1954, this item 
will continue to represent a strong basis for busi- 
ness development during the coming year. 

Again the potential for aggressive marketers 
and advertisers will be much in evidence; the 
problem for each company will be to organize and 
manage its selling and promotion to take ad- 
vantage of the opportunities which are available. 


Managers, Not Technicians 

# Advertising managers are often regarded as 
artists who spend their time concentrating on the 
purely creative aspects of their jobs .. thinking up 
new copy ideas, working on new and compelling 
lay-outs and finding new sources for intriguing 
art and photography. But actually the successful 
director of advertising in most companies turns 
out to be essentially a good manager. 

That means that he is looking at the job of ad- 
ministering advertising funds from the standpoint 
of its over-all relationship to business volume and 
profits. Thus he is concerned with integrating his 
program with that of the sales department, of 
marshaling all of the necessary sales promotion 
facilities for the benefit of his distributors and 
dealers, and organizing his own department so that 
he is freed as much as possible from the details 
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speaking 





of planning and creating advertising campaigns. 

Such an advertising man is basically a good 
business man, and consequently has the ability to 
move constantly to posts of greater importance 
and responsibility in his company. While there is 
no discounting the importance of the advertising 
and sales promotion function per se, it often hap- 
pens that the man who demonstrates outstanding 
ability in this field is tapped for bigger and better 
jobs in his own or other organizations. 

We have seen many advertising managers be- 
come distribution managers, vice-presidents in 
charge of sales and presidents, thus reflecting the 
fact that their abilities have not been merely those 
of advertising technicians, but of able administra- 
tors who see business operations as a whole. There 
is no limit to the opportunities for promotion- 
minded business executives, no matter what their 


titles. 


For Fast Reading 

® Petroleum Week, the New McGraw-Hill busi- 
ness publication, has announced that it will intro- 
duce a new technique in presenting news and 
other information, designed to enable the reader 
to get the information fast. High-spot sections of 
each article will be emphasized, so it will be pos- 
sible to see the salient elements in the story with- 
out reading it all, unless the reader so desires. 

Better reading is one of the objectives of many 
studies which have been made recently among 
business men and others. With the mass of printed 
material which executives have to absorb, it is 
necessary that they be good readers if they are to 
keep pace with the volume of information flow- 
ing over their desks. It has been found that with 
the right kind of training, business men can great- 
ly improve their reading ability. 

Publications have made progress in this direc- 
tion also. The improved use of the picture-and- 
caption technique has enabled many stories to be 
ondensed and presented in a way which assists 
quick comprehension. But it is true that business 
and industrial publications in many cases still 
present their material without providing aids for 
quick understanding by the reader, who is com- 
pelled to slog his way through many columns of 
solid type to get the information he wants. 

Petroleum Week seems to have hit on a new 
and daring concept of the way to edit business 
news and to present it to the hurried reader in a 
way that will save his time. Its experiments in 
this field will be watched with great interest, and 
should stimulate other efforts in the same field. 
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How many brands 
does a Civil Engineer carry ? 


In a recent survey, 75 civil engineering 
executives of general contracting firms 
listed the brands of construction equip- 
ment they preferred. The questionnaire 
neither coached nor coaxed. In the box on 
the right we have shown the type of 
equipment and the number of brands 
mentioned. It indicates that Civil Engi- 
neers find it necessary to carry many 
brands in mind. This is another reason 
why you'll want to reach and sell the 
38,000 Civil Engineers who monthly read 
CIVIL ENGINEERING. It’s your best 
buy for selling the engineered construc- 
tion markets. 


Number of Brands Mentioned by 75 Civil Engineers 
in Survey of Equipment Preference 
Equipment Number Brands Eauipment oe 
Shovels 13 Conveyors 
Draglines ; 12 Rollers 
Compressors 10 Graders 
Drills Aggregate Plants 
Trenchers ... Finishers 
Elevating Graders Vibrators 
Bulldozers i Cranes 
Scrapers Hoists 
Shovel Loaders Pile Drivers 
Tractors . Pumps 
Tractor Wagons ccbuaians Power Generators 
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ENGINEERS ARE EDUCATED TO SPECIFY AND BUY 





AMERICAN 
CIVIL ENGINEERING = 
Civil 
ENGINEERS 
FOUNDED 

The Magazine of Engineered Construction 


THE AMERICAN SOCIETY OF CIVIL ENGINEERS 


33 WEST 39TH STREET, NEW YORK 18, NEW YORK 
MEMBER AUDIT BUREAU OF CIRCULATIONS 
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MANAGEMENT CLINICS . .. each year, hundreds of dealers 
pay to attend these state and regional seminars on better 
business methods, conducted by Art Hood, Editor of American 
lumberman. Which is surely a practical field application of 
a trade magazine's editor and editorial material. 


















































AD SERVICE . . . mats for dealers’ local newspaper ads. 
DO-IT-YOURSELF SALES KITS . display materials to 
Promote consumer traffic in dealers’ stores. "HOME" 
MAGAZINE a consumer magazine devoted to building, 
maintenance and improvement, for deaters’ mail distribu- 
tion to home owners 





























AMERICAN LUMBERMAN’S FINANCIAL ADVISORY SERV- 
ICE FOR LUMBER AND BUILDING PRODUCTS DEALER ... a 
free, confidential service for analyzing dealers’ profit and 
loss statements against favorable industry averages. 


Jo reach building poroducts dealers 
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AMERICAN: 


& Building Pra 


oducts 
\ 


: ‘Ganeras and Executive Offices: Twentieth Floor, 139 North Clark Street, Chicago 2, Illinois 





Products Dealers 


AMERICAN LUMBERMAN 


Top Trade Magazine! 


verified by an outside, impartial ac- 


that AMERICAN LUMBERMAN is the top 


Here is proof 
cepted authority 


umber and building products dealer trade magazine... 
luml 1 building products dealer trad g 


most circulation: 27,067 copies per issue (ABC* ) 


“oO 


most retail dealer circulation: 23.078 (ABC* ) 
most wholesaler circulation: 2.366 (ABC* ) 


most owner, executive and company subscribers: 
20,067 


most general manager and manager subscribers: 


2,394 
most sales staff subseribers: 1,657 
most individual subscriptions: 21,004 (ABC* ) 


most subscriptions sold without premium: 
100% (ABC*) 


highest subscription renewal rate: 77.98% (ABC* ) 


biggest 6 months gain in dealer subscribers: 


1,134 (ABC* ) 


(*) SOURCE: See Audit Bureau of Circulations 
Publisher’s Statements for the periods ending 
June 30, 1953, December 31, 1953 and June 30, 
1954. 


The last 18 months’ rapid increase in AMERICAN LUMBER- 
MAN’s circulation leadership reflects dealers’ interest 
in being the merchandisers of the building industry, 
because it follows and parallels an acceleration of our 


editorial program which began two years ago. 


LUMBERMAN 


Published every other Monday 


Financial 6-5380 Other Offices: ATLANTA, CLEVELAND, NEW YORK and the WEST COAST 


During these last two years, an increased amount of 
AMERICAN LUMBERMAN’S editorial space has been de- 
voted to case history examples of how dealers have 
become the first point of contact for local residential 
shelter construction. Such articles cover consumer 
advertising, store and yard layout, product display, 
selling techniques and sales personnel training and 
product merchandising in the form of end-use pack- 


ages the consumer is interested in buying. 


Merchandising, dealer service and the fact that 
important industry news and ideas appear first in 
AMERICAN LUMBERMAN—due to its greater frequency of 
issue and editorial alertness—make it the leader. 

As a result, AMERICAN LUMBERMAN Offers advertisers 
interested in better retail merchandising of their 
products the optimum dealer coverage at the minimum 
advertising cost, and the best opportunity for maximum 


sales results. 


Important: dealers will 
have your complete 
product story handy all 
year—if you put it in our 
1955 DEALER 
PRODUCTS FILE issue. 


Get full details today! 

















Roy Fruehauf, President, Fruehauf Trailer Company 


NP 


“Business Publications 
Are Vitally 
Important To Me...” 


says Mr. Fruehauf. “Frequently I find facts and 
ideas in business publications that help me to make 
important decisions. We know our customers and 
prospective customers read their business maga- 
zines, too. We carry substantial advertising schedules 
in several different groups of business periodicals.” 

It is good thinking to judge an advertising med- 
ium by the value its editorial pages deliver to regu- 
lar readers. Business publications provide a direct 
sales route for any product or service of benefit to 


business or professional men. 


NATIONAL BUSINESS PUBLICATIONS, INC. i001 ritteenth street, w.w., Washington 5, D.C. + STerling 3.7535 


The national association of publishers of 171 technical, 
professional, scientific, industrial, merchandising and 
marketing magazines, having a combined circulation of 
4,049,550...audited by either the Audit Bureau of 
Circulations or Business Publications Audit of Circula- 
tion, Inc....5 serving and promoting the Business Press 
of America... bringing thousands of pages of special- 
ized know-how and advertising to the men who make 
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decisions in the businesses, industries, sciences and pro- 
fessions... pin-pointing your audience in the market of 
your choice. Write for list of NBP publications and 
the latest ‘“‘Here’s How” booklet, “How Well Will We 
Have to Sell Tomorrow?” by Ralston B. Reid, Adver- 
tising & Sales Promotion Manager, Apparatus Sales 
Division, General Electric Company, Schenectady, N.Y. 








62 industrial admen ‘tell all’ 


Tell woes, joys of their jobs, 
how to do better, at Chicago 


industrial advertisers’ meeting 


® cHICAGO . . Create a mood. . put 
people in your ad . . consult typo- 
graphical and art experts .. get 
your company recognized. 

Maybe you can’t do those things 
all at once with your industrial ad- 
vertising, but you could have 
learned how to do them one at a 
time at least at the Chicago Indus- 
trial Advertisers Association’s sec- 
ond annual industrial advertising 
symposium, where 62 “experts” en- 
gaged in panel discussions, some 


concurrently, throughout an after- 
noon. 

Members of a panel on creative 
activities offered advice in such 
matters, while other panels dealt 
with such things as proof of adver- 
tising effectiveness, direct mail ad- 
vertising, exhibits and_ publicity. 

Bernard Gross, Weiss & Geller, 
Chicago, a member of the creative 
activities panel, said, “we are trying 
to create a mood in industrial ad- 
vertising . . it’s rare that we indus- 
trial advertisers offer something 
that’s in pressing need, and there- 
fore, mood-creation is important.” 

On the same panel, S. R. Bern- 
stein, editorial director, INDUSTRIAL 


Learning . . Industrial advertising class sponsored by Industrial Marketers of Detroit 
and University of Michigan extension service visits offices of Denham & Co., Detroit 


agency, to hear Kenneth Allison (right), account executive, talk about direct mail. 


MARKETING, urged industrial adver- 
tisers to put identifiable 
people” in their ads in order to 


“live, 


arouse more interest. 

Gil Bright of Collins, Miller & 
Hutchings, Chicago engraving com- 
pany, urged advertisers to consult 
engravers early while planning ads 
so as to save money. And W. T. 
Sorensen, W. T. Sorensen & Associ- 
ates, Chicago, had the same mes- 
sage so far as art studios are con- 
cerned. 


A. E. Paxton, McGraw-Hill Pub- 
lishing Co., member of the panel 
on proving advertising effectiveness, 
told how Harnishfeger Corp., Mil- 
waukee, increased recognition of its 
products through advertising. On 
different products, increases ranged 
from 50 to 300%. 

On the same panel, W. R. Ceperly, 
Jr., Fuller & Smith & Ross, Chicago, 
described his “Indian Guide” ap- 
proach to evaluating advertising 
(see page 156). 

Panelist James Borendame, Acme 
Steel Co., Chicago, offered this 
“common sense check list” for eval- 
uating advertising: (1) be sure you 
understand the full impact of ad- 
vertising, (2) work closely with 
everyone of management, especially 
sales and market research, (3) be 
sure you know whether the sales 
position is “defensive or offensive,” 
(4) be sure advertising is a “pro- 
gram” not a “project,” (5) know 
“hot” sales areas and how to ex- 
ploit them and (6) put a healthy 
portion of advertising into publica- 
tions which will reach the potential 
market. 

Wesley Rosberg of the Buchen 
Co., Chicago, said readership studies 
are one of the cheapest, most effec- 

Continued on page 126 
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NIAA News 


begins 


tive means of proving advertising 
effectiveness. 

Jules Freyberg of Panellit, Inc., 
Chicago, told of three methods of 
evaluating trade show exhibit ef- 
fectiveness: (1) employing a _ re- 
search organization to check traffic 
and comments (the most costly 
method); (2) demanding of NIAA 
and other such groups that they 
make more committee studies of the 
impact of exhibit techniques, and 
(3) doing your own check of the 
trade show audience. 

Raymond Wiggers, vice-president, 
Glenn, Jordan, Stoetzel, Chicago, 
urged use of inquiry-producing ads 
and said key numbers should be set 
up for advertising and publicity, all 
inquiries should be recorded and 
the advertiser should write custom- 
ers to find what part advertising 
played in making a sale. 

Donald Colvin, advertising man- 
ager, American Machine & Metals, 
East Moline, Ill., a member of the 
direct mail panel, listed direct mail’s 
disadvantages: Costs more per piece, 
difficult to maintain good list, has 
no “help” from editorial and other 
advertising that publication adver- 
tising gets, and it is more difficult 
to do well. He also listed these ad- 
vantages: greater selectivity so far 
as its audience is concerned, greater 
freedom of form, greater control 
over timing and frequency, has no 
competition from other ads as does 
publication advertising, more easily 
tested for effectiveness, and pro- 
duces greater tangible responses per 
dollar of advertising. ~ 

Carl McWade, Skil Corp., Chicago, 
told about uses of direct mail other 
than straight selling: Find out what 
media to advertise in by asking 
customers what they are reading, 
collect testimonials on products, es- 
tablish advertising themes by asking 
what they like about 
advertising 


customers 
merchandise 
to distributors, investigate new mar- 


products, 


kets and send samples. 

Kenneth Willadsen, McGraw-Hill 
Publishing Co., said use of a sales 
letter with a direct mail piece will 
draw four times better than send- 
ing the direct mail piece alone. He 
said a personalized letter draws 12 
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to 1 better returns than one sent 
to the company alone. He said use 
of a second color brings higher re- 
sults at lower unit cost. And he 
said that on a cost-result ratio, use 
of third class pays off more than 
first class or air mail. 

George D. Gaw, Direct Mail Re- 
search Institute, said warmer colors 
such as reds and pinks “will get 


more people to do what you want 
them to do . . they will get greater 
results both in number and quality 
of responses.” 

William Geidt, advertising man- 
ager, Inland Steel Co., Chicago, de- 
scribed the company publication as 
the “most versatile and flexible di- 
rect mail tool.” But he warned that 
the first responsibility of those pub- 
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NIAA 


aa President Hoover has. an- 
nounced plans to stabilize markets 
for 1930 as much as possible by 
calling together leading executives 
of various industries for conferences 
in Washington. 

Following that announcement, 
NIAA president George H. Corey of 
the Cleveland Twist Drill Co., sent 
this telegram to Mr. Hoover: 

“The National Industrial Adver- 
tisers Association, including more 
than 700 of the leading industrial 
advertising men of the 
heartily 
efforts to stabilize business and re- 
store public confidence. We pledge 
ourselves to exert our individual 


country, 


endorses your splendid 


and collective influence and to uti- 
lize every resource at our command 
in support of your program. If in our 
advertising activities there is any- 
thing specific that we can do, please 
command us.” 

= The NIAA has prepared a ques- 
tionnaire for use in analyzing ad- 
vertising media. The questionnaire 
is based on the following points: 

1. Quality of editorial content, 
which takes into consideration the 
technical qualifications of the edi- 
tor and editorial staff. 

2. Quality of market research and 
service, which includes considera- 
tion of the qualifications of the re- 
search department, merchandising 
department and copy department. 

3. Quality of physical makeup, 
which includes stock on which the 
publication is printed, weight, finish 


A 


a ad 
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and weight limitations. 

The NIAA 
which prepared the questionnaire, 
hopes the questionnaire will be 
adopted as a standardized form by 
space buyers and advertising man- 
agers in the industrial field. 
= Marc A. Rose, managing editor, 
The Business Week, speaking on the 
stock market crash, says that while 
he believes business today is eco- 
nomically sound, he has no patience 
with the attitude that “everything 
is all right.” 

Mr. Rose said at a meeting of the 
Technical Publigity Association of 
New York: 

1. It is doubtful if all the second- 
ary reactions can be foretold at this 
time. It may take some time to 
realize the consequence of what we 
are now going through. 

2. There will be some slowing up 
of business, but there aren't going 
to be any bread lines. We are so 
spoiled in this country that if we 
are not breaking new records every 
month we think business is_ bad. 

3. Some business men have lost 
their shirts and this fact cannot help 
having an effect upon their mental 
attitude toward business in general, 
and their own businesses. 

4. There will be cheaper money, 
and cheaper money will undoubted- 
ly help business. Many projects 
have been held back because of the 
lack of cheap money. 

5. There will be considerable de- 
velopment of export markets. Ly 


research committee, 





HOW TO ACCELERATE SALES IN 
__THE AUTOMATIC CONTROL MARKET- 


5 STEPS THAT WILL WIN CUSTOMERS AND INFLUENCE PROSPECTS EVERY DAY OF THE YEAR 
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I. Select 30,000 readers vitally interested 
in all aspects of applying automatic con- 
trol equipment to industry. 

















2. Include in the above, 22,000 top-flight 
decision making engineers—plus 8,000 
active management executives. 


























we Make certain that an editorial atmos- 
phere of solid applications strengthens 
your sales message. 


Or wereeech 1984 























4. Anticipate a wealth of quality inquir- 
ies from strategically located, decision- 
level prospective customers. 

















5. Produce sales for control equipment, 
instruments, controls, components, com- 
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puters and systems by advertising in | 
AUTOMATIC CONTROL — the applica- Vv 


tions magazine of systems engineering. 
AUTOM CONTROL 
3% 


A REINHOLD & PUBLICATION ' THE APPLICATIONS MAGAZINE 
f_N OF SYSTEMS ENGINEERING 
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NIAA NeCWS 


lishing an external was to their 
readers. “You must make ‘sell’ sec- 
ondary to news or human interest.” 

Walter Marston, exhibit manager, 
Crane Co., Chicago, listed these five 
essentials of good exhibits: (1) se- 
lect only the products you want 
don't 
build 


especially to tell about 
overcrowd the exhibit. (2) 
the exhibit to complement the prod- 
uct, not so that it distracts from it, 
(3) stress benefits of your product 
to users, (4) use good lighting and 
(5) have personable, qualified 
people manning the exhibit. 

Other speakers on the panel gave 


Don’t make 


“do-it-yourself” 


these bits of advice: 
your exhibit a 
project, get help from a professional 
exhibit builder; don’t use motion 
unless it does something for your 
products: don’t keep the men on 
more than 


duty at your exhibit 


three hours; set up a “manning 
schedule” in advance so everyone 
will know when he’s to be on duty. 

Hal Burnett, Burnett & Logan, 
Chicago, a member of the panel on 
publicity, said industrial companies 
should “be as selective in planning 
publicity as in planning advertis- 
“Don’t expect 
miracles from publicity 
got to have something to give read- 
ers before your publicity has any 
effect.” 

A. O. Cookman, Burson-Marstel- 
ler Associates, Chicago, said there 
is a need for more tightly written 
copy in publicity releases. And Tim 
Canty, United Press, Chicago, said 
occasional personal calls on editors 
will help iron out problems and get 
more publicity printed. 


ing.” He added: 


you ve 


Californians start class 

for industrial advertising men 

® SAN FRANCISCO .. The Northern 
California Industrial Advertisers 
Association has begun an educa- 
tional program to help industrial 
advertising men and women. 

The program is using adult edu- 
cation facilities of the Palo Alto, 
Cal., high school district. It consists 
of a class of 35 persons engaged in 
all phases of industrial advertising 
and promotion. 
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Reid, of GE, is chairman 
of new NIAA conference group 
@ NEW YORK Ralston B. Reid 
has been named 
EL J chairman of a 
new conference 
advisory com- 
mittee of the 
National Indus- 
trial Advertisers 
Association. 
The commit- 
estab- 
lished to help strengthen annual 
NIAA conferences. 
Mr. Reid is manager, advertising 


Reid 
tee was 


and sales promotion, apparatus sales 
division, General Electric Co., Sche- 


nectady, N. Y. 


Republic Steel's Oldham named 
to NIAA executive committee 

® NEW yorK .. The last remaining 
vacancy on the executive committee 
of the National Industrial Advertis- 
ers Association has been filled with 
the appointment of Harold H. Old- 
ham, assistant director of advertis- 
ing, Republic Steel Corp., Cleve- 
land, as a vice-president. 

He is a past president and past 
vice-president of Industrial Market- 
ers of Cleveland, and has been a 
director of the national organization 
from that city. 


Says relation of advertising, 
sales costs is key to results 

@ NEW YORK Total selling ex- 
penses in relation to sales go down 
when the proportion of advertising 
in those total expenses is higher, 
and the total expenses go up as the 
proportion of advertising goes down. 

That's what A. J. Gallager, New 
York marketing consultant, told a 
meeting of the Industrial Advertis- 
ing Association of New York. 

He based his statement on studies 
of individual companies in widely 
varying industries. 

He said there is not enough of 
this type of evidence available to 
convince top management of the 
worth of advertising. 

He said many management men 
view advertising budgets as “a de- 
manding step child” because they 
do not have proper means of evalu- 
ating advertising. 

“A great deal of controversial 
opinion could be eliminated and 


advertising raised in stature,’ Mr. 
Gallager said, “if it were possible 
to further document the relation- 
ship between advertising expenses 
and total sales expenses.” 


Montreal, Hartford chapters 
vote to stay with NIAA 

@ NEW yYorRK. . Two chapters of the 
National Industrial Advertisers As- 
sociation have voted to pay the in- 
creased dues and stay in the asso- 
ciation. 

At a monthly meeting, members 
of the Montreal chapter voted 53 to 
2 in favor of the new NIAA dues 
structure put into effect at the an- 
nual conference last summer. The 
chapter’s monthly bulletin urged 
members to attend and vote, but 
made no stand for or against the 
dues increase. 

The Hartford (New England) 
chapter also voted to stay in NIAA. 
The vote was not announced, but at 
NIAA 
said the vote was “pretty close.” 
The ballot was by mail. 

Some members of the Hartford 
chapter had opposed the dues in- 
crease because exact benefits had 
not been spelled out in advance, and 
had voiced objections at the annual 
conference in Montreal (IM, July). 


headquarters a spokesman 


Friendly Enemies? .. Harold E. 
Snyder, program director of Eastern In 
justrial Advertisers, Philadelphia, tries to 
look neutral as G. C. Buzby, vice-presi- 
dent, Chilton Co., and Donald M. Hobart, 
vice-president and director of research, 
Curtis Publishing Co., prepare to debate 
relative merits of general magazines and 
business publications as industrial adver- 


tising media. a 





HELP YOURSELF TO THIS 


Wars your particular advertising problem .. . 
how to handle inquiries—how to get case stories—how to 
present budgets? At a typical NIAA chapter round table, 
subjects like these get a thorough going-over. 

Who are these men? Your business partners in industrial 
advertising: advertisers, agency men, representatives of media 
and the graphic arts. Everybody, in fact, with a personal stake 
in industrial advertising. Thus the broad experience of the 
group makes NIAA a gold mine of ideas for each individual. 

Don’t be a lone wolf when you can draw on the help, 
experience, and friendship of this business-like team. Send 
that coupon today, and get the full story on how NIAA 
membership can brighten your future. 


NATIONAL INDUSTRIAL 
ADVERTISERS ASSOCIATION 


ADWERTISERS 
Ais NM 


The Advertising Man's Best Buy! 


NIAA ... the largest individual membership 
advertising organization in the world; almost 
4000 people associated with industrial adver- 
tisers, advertising agencies, publications, and 
the graphic arts. Chapters located in 33 cities 
in the U. S. and Canada; memberships-at-large 
available to those who do not live in or near 
chapter cities. 


NIAA continuing programs, at the chapter or 
national level, include: Advertising Awards, 
Budget Survey, Business Paper Readership, 
College Cooperation, Conventions and Exhibits, 
Industrial Advertising Effectiveness, Manage- 
ment Relations, Media Practices, Research 
Planning and Control, Interassociation Relations. 


Get the whole ators! 








National Industrial Advertisers Association 
1776 Broadway, New York 19, N. Y. 


Please send me a copy of the booklet “If You 
Sell to Industry’, describing what NIAA has to 
offer me, plus list of chapter locations. 

Name 

Title 

Company 

Nature of business 
Geese o 55s 
City 
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Which ad 
attracted 
more readers ? 





Color Head vs. Color in Product 
® TWO STEEL COMPANIES advertising 
in the same issue of Steel used color 
but earned widely different reader- 
ship scores. 

Republic Steel Corp., Cleveland, 
used red in headline, in logo color 
block and in circle around head- 
line fragment. Pittsburgh Steel Co.., 
Warren, O., illustrated the product 
itself in yellow in a way that gave 
metallic look resembling real thing. 

Which ad attracted more readers? 


See page 168 
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REPUBLIC STEEL CORPORATION 
OLMERAL OFFICES © CLEVELAND 1 OHIO 


PIG IRON 


you cut costs— 
impreve your products 


pre-coated 
Thomas Strip 


@ product of 


Pittsburgh Steel Company 
Thomes Strip Division - Werren, Ohio 











most products are packaged...and most important packagers read 


MODERN PACKAGING 
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How advertisers rate 
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Advertising Page Volume— Nine Months 1954 


Architectural Record! 


AV Corayiccrende| ¢clim me) aloe 145/ pages 


1,321 pages 


Progressive Architecture 


Source: Industrial Marketing 


In the first nine months of 1954 building product age of those architects and engineers who design — 
and specify the produc ts that go into—85% of all archi- 
tect-designed building, nonresidential and residential, 
small and large. 


manufacturers and their advertising agencies placed 
14°. more pages in Architectural Record than in the 


second magazine; 59° more than in the third magazine. 


One hundred and forty-one new advertisers turned to 


the Record in the nine-month period. 3. Unequalled editorial service to architects 


; and engineers including... 
Behind this strong advertiser preference for Architec- 
tural Record are these exclusive advertising values: e more editorial pages (with each page edited specifically 
for architects and engineers) 
1. Top circulation where it counts. Architectural 


Record leads the Geld in architect circuletion and e editorial content scientifically timed and balanced 


consulting engineer circulation. 


2. Verifiable coverage of over 85% of the 
architect-designed building market. Architec- 
tural Record documests with Dodge Reports its cover- 
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with the aid of Dodge Reports of building planning 
activity to be of constant value to architects and 
engineers in terms of their current design opportuni- 
ties (and to manufacturers in terms of their market 
opportunities). 





architectural magazines 
and Why! 


Testifying to the editorial excellence of Architectural 
Record are thirty-one competitive editorial awards, 
among them both first awards for which architectural 


magazines were eligible in the American Institute of 


Architect’s 1954 Architectural Journalism Competition. 


4. Steady preference of architects and en- 
gineers for Architectural Record expressed in 6] 
out of 68 readership studies SPONSORED BY BUILDING 
PRODUCT MANUFACTURERS AND ADVERTISING 
AGENCIES. 

The strongest testimonials to advertising effectiveness 
are the media decisions of advertisers. Over 500 manu- 
facturers of building products (better than two out of 
three advertisers in architectural magazines) use Archi- 
tectural Record. 


Again in 1955... you will be right with the Record. 


Architectural Record Again Moves Higher Among 
Nation's Top Magazines In Advertising Volume. 


In 1952 Architectural Record ranked 13th among all monthly 
magazines published in the U. S. in total number of advertising 
pages. In 1953 Architectural Record moved into ]2th place. 
Now in the first nine months of 1954 Architectural Record is 11th. 
No other monthly magazine in the construction field ranks so 
high in advertising volume. 


66Workbook of the 
eC 0 r active architect 
and engineer?? 


119 West 40th Street, New York 18, N.Y. 


F.W. DODGE 


fi 


CORPORATION 
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advertising 


in business 





November ‘volume 4.2% (in pages) under 1953 


1954 1953 pagechange % change 





Export 1,071 1,193 
Total 36,605 38,191 


Year to date volume 2.1°; (in pages) under 1953 
1954 1953 


pagechange °% change 





Q A ¢ 
+ 4 t C 
t 
A490 
+ 


a 


405,253 8,452 


396,801 


November pages Pages to date 


1954 1953 1954 1953 Industrial group 


Advertising volume 

slips 4.2% in November 

@ ADVERTISING VOLUME in business 
papers took a drop of 4.2% (1,586 
pages) in November, after showing 
a slight gain during September and 
October, according to some 288 pub- 
lications reporting to INDUSTRIAL 
MARKETING. For the first 11 months 
of 1954, they 
(8,452 pages). 


were down 2.1% 

Industrial papers dropped 3.7°% 
(903 pages) in November, and 1.6% 
(4,104 pages) for the year to date. 
The group of class _ publications, 
which were even for the year last 
month, lost 72 pages (2.1%) in No- 
vember. This left them 0.2 under 
the first 11 months of last year . 
a decrease of 64 pages. 

Product news papers showed a 
(148 units) for 
(224 units) 
for the year thus far. The group of 


decrease of 4.4 


the month, and 0.6% 


trade papers showed a loss of 6.0% 
(341 pages) in November, and 4.9% 
(3,327 pages) for the first 11 months 
of 1954. Export papers dropped 10.2% 
(122 pages) for the month, and 5.6% 
(733 pages) for the year to date. 


November pages Pages to date 
1954 1953 1954 1953 





» (bi-w.) 
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Continued on page 136 
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Donald Joseph, Sales Manager, 
Ciba Company Inc., and a new 
SCIENTIFIC AMERICAN advertiser, 
wanted to know why other industrial 
leaders decided to advertise in this 
magazine. No better’ way to find out 
than to ask them. So we did... 


"Why did you add 


Scientific American 


Advertise- 


ments like to your advertising 
this are run- | 


ning regularly 
in Business Week 
.+.f0 fell your top schedule?" 


management how 
strongly advertis- og im 
y W. Noel Eldred, Director of Adver- 
ing authorities j tising and Sales, Hewlett-Packard 
7 ae Be : Company—“We consider that sciEN- 
: 7 «J TIFIC AMERICAN is the one medium 
like yourself, — whose editorial content appeals to 


i : 7 Ri ee the top Technical Management in 
believe fn “a ae all scientific fields. SCIENTIFIC AMER- 
: ICAN was added to our advertising 


Scientific é _ schedule three years ago, and we 


consider it is our most important 


American ” 9 } horizontal technica] medium.” 


N. D. Buehling, President, The 
Fensholt Advertising Agency — “We 
use SCIENTIFIC AMERICAN to reach 
Technical Management—the key 
people in all phases of industry who 
are interested in new technical de- 
velopments, and who are a factor in 
the purchase of technical products.” 


M. J. Rauscher, Vice-President, 
In Charge of Sales, Illinois Testing 
Laboratories, Inc.—“‘We have proven 
to ourselves that Technical Manage- 
ment reads SCIENTIFIC AMERICAN. Our 
line of scientific instruments must 
be sold to Technical Management; 
ergo, we continue to use S. A. and 
with completely satisfactory results.” 
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November pages Pages to date November pages Pages to date 


Industrial group 1954 1953 1954 1953 Industrial group 1954 1953 1954 1953 





November pages Pages to date 
Product news group 1954 1953 1954 1953 





November pages Pages to date 
1954 1953 1954 1953 





American 

American Lumberman & Building 
jucts Merchandiser (bi-w.) 

& Shoe Recorder (semi-mo.) 


Supply News 


Electrical 

Electrical Merchandising 

Electrical Wholesaling 

Farm Equipment Retailing 

Farm Implement News (semi-m 

Florists’ Review (w.) 

Fueloil & Oil Heat 

Gas Heat 

Geyer's Topics 

Glass Digest 

Hardware Age (bi } 
Hardware Retailer 176 
Hatchery & Feed 42 43 


itinued 


136 / industrial Marketing 





ELECTRICAL WEST... 


Current Trends 


Western electric market potentials are assured 
—the 11 Western States will continue to perform 
well ahead of the rest of the U.S. 
Expenditures by utilities for new electrical facilities 
in the West will be over $750,000,000 a year. Here’s 
a sample of what this means for 1955: 


KW of new capacity 2,216,950 
Miles of transmission 5,510 
Miles of distribution 7,800 


Kva—substations 8,170,000 


Add to this the millions of dollars worth of utiliza- 
tion equipment and the annual growth of the Western 
electrical market looms large indeed. This annual 
growth is the same as duplicating the entire Southern 
California Edison system and all the load-consuming 
devices on its lines! 


Basic Statistics 


There are 208 electric service systems in the 

11 Western States. They have 18% of the coun- 

trys generating capacity, but produce over 20% of 

the energy consumed. In 1954 they are building 23% 

of the country’s new transmission lines, over 17% 

of primary distribution lines, and about 18% of the 
substations. 

About 225 electrical wholesale houses supply 16% 
of the country’s electrical contractors in the West. A 
growing. electrical manufacturing industry provides 
locally made equipment to utilities, contractors, whole- 
salers and general industry. 

More than 25% of the 1,075,000 non-farm housing 
units started in 1953 were in the 11 Western States. 
For 1954 and the next several years starts are expected 
to he within 10°% of this figure. 


What this Market Buys 


Everything a utility needs to generate, trans- 

mit, distribute and sell electrical energy, plus 

design, construction and maintenance services—over 
$750,000,000 worth a year. 

Every kind of electrical construction equipment 
needed in industrial, commercial and res’ential con- 
struction, including built-in devices such as lighting, 
electric heating, etc. 

Power consuming equipment sold through electrical 
and appliance wholesalers—everything from motors to 
traffic appliances. 


How this Market Buys 


Utilities mostly buy direct from manufacturers 
who sell with their own sales forces or through 
representatives. In the West this latter practice has 
been most often the case, although as the Western 
market has grown more and more manufacturers are 
establishing their own plants and sales offices on the 
Coast. 
Electrical construction material normally passes 
from manufacturers through electrical wholesale 
houses—then to contractors who buy and install equip- 


ment used in residential. commercial and most indus- 
trial construction. 

In the West this distribution pattern sprawls over 
40% of the land area of the U.S. Advertising and 
other printed sales material plays a most influential 
part in selling in the 11 Western States. 


Available Market Data 


EvectricaAL West has available current “Buy- 

ing Power Surveys,” a Fingertip Data Booklet, 
and statistical summaries from the Annual Review 
and Forecast issue. We maintain a Directory of West- 
ern offices and Sales Representatives of electrical 
manufacturers, a Western “Where-to-Buy” product 
directory, a Directory of Electrical Manufacturers’ 
Representatives, and a Directory of Western Appli- 
ance Service and Repair Parts. 


Electrical West Serves the Market 


ELectricaAL West has served the electrical in- 

dustry in the 11 Western States for 68 years. 
A McGraw-Hill publication, member of ABC and ABP. 
Circulation (6/30/54) : 


Utilities See eee 
Contractors scigiewivai'ds lve evs eee gee 
Wholesalers, Dealers ............ 664 
Consultants, Engineers ............. 635 
Manufacturers and others ..........1,825 


ELectricaAL West has twice as many utility sub- 
scribers in its area as does the leading national publi- 
cation. It has one or more subscribers in more than 
220 wholesale houses. Contractor circulation is concen- 
trated among those employing 4 or more people. 

Western electrical developments continuously pro- 
vide ExvectricaL West’s top-flight editorial staff 
with outstanding technical articles. This means exclu- 
sive articles and “scoops” that assure high readership. 

Independent readership surveys consistently show 
EvectricAL West equal to or ahead of national 
magazines in this area. 


Electrical Advertisers Use Electrical West 


Over 250 manufacturers of electrical equip- 

ment, apparatus and supplies ran a total of 1236 

pages of advertising in ELectricaL West during 
1953. They know that 


“It’s not hard to sell in the West— 
But it’s worth Selling hard.” 


ELECTRICAL WEST 


A McGRAW-HILL PUBLICATION 
.. SAN FRANCISCO 4, CALIFORNIA 
T. H. CARMODY, R. C. ALCORN 
520 NORTH MICHIGAN AVENUE.......CHICAGO 11, ILLINOIS 
M. 1. O'CONNELL 
.NEW YORK CITY 36, N. Y. 
WALTER KLEIN 
LOS ANGELES 17, CALIFORNIA 
CARL DYSINGER 


68 POST STREET. 


330 WEST 42ND STREET 


1111 WILSHIRE 8LVD 
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November pages Pages to date November pages Pages to date 
Trade group 1954 1953 1954 1953 


Class group 1954 1953 1954 1953 





November pages Pages to date 
Export group 1954 1953 1954 1953 





rican 
lati l 
Latinoameri 


November pages Pages to date 
Class group 1954 1953 1954 1953 
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r September! 
transposed. T should 1 is f 
ind Sept. 
"National Petroleum News .. | 
the November issue 
‘Production Equipment . . inc 
‘Rural Roads. . inc 
shown are 





Media changes Boating Industry . . S! 


made the following > | poi 1 reference catalog e air condition 
Hiram L. Roberts former Cleveland ments: Rey Sper, { 


ing Magazine. . 


rmer edi & ng and refrigeration industries in April 


ws, has been named eastern The book will 


I 


Se a : c : ee ; representative; Spencer W. Castle, former 

ea ' a ii . I Hyde Park Herald, has list manufacturers 
Charles A. Jones, 1ddresses. 
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Will become Dus} 


1iess manacer. 
moved their eastern 
Commercial Refrigeration & Air Condition- ton Ave., New York. 
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Pass the coal slaw, please... 


This is a rough taste of the conversation you 
might expect at the forthcoming Coal Show, 
when Mechanization, Inc., invites you (as an 
advertiser) to lunch. 


Coal will be on everybody’s tongue > 
during the luncheon, because coal CA 
will be the bread and butter of 
everybody present, You'll be eat- 7? 
ing with many of the coal opera- 

tors or coal users you want—or 
need—to meet. 


You're going to be invited. But 

that isn’t all. Companies who advertise in 
Mechanization and/or Utilization can have 
the luncheon invitations plus any or all of 
the other nine merchandising extras of 
“M*A*P*P” — Mechanization Advertisers’ 
Plus Package (See chart for all ten!) 
M*A*P*P will keep you well-fed with in- 
formation, news, help 

and intercessions. 

M*A*P*P will keep you 

advised on coal produc- 

tion and coal-use mar- 

kets; extend the reach of 

your advertising mes- 

sage; increase the area 

and richness of your customer contacts. 
You and we know that M*A*P*P itself 
wouldn’t mean a thing unless the books 








This is M*eA*P*P 
Mechanization Advertisers’ Plus Package 


1—Invitation to Annual Coal | 7—Use of our distributors’ 
Forum list and assistance in 


2—Operator Advertiser | selecting distributors 


— at the Coal 8-—Monthly confidential let- 
3—Government purchase and | = mie - 
bid information 
4—Annual Market Study | 9—Editors' monthly letters 
for your product on new products to 
5—Use of mailing lists and operators and users 
free handling of direct 





10—Merchandising copies of 
mail you supply Mechanization or Utiliza- 

6—Catalog listing in maga- tion to advertisers’ sales 
zine "Catalog Sections” | staffs 











themselves meant yD - And a do. 


Mechanization delivers 13,350 coal production 
buying influences in the mines which produce 87% 
of the U. S. coal. Unique, horizontal Utilization 
cuts across industry lines to deliver 14,270 coal 
use buying influences in the firms which account 
for 90°° of U. S. coal burned. The Mechanization 
rep who calls on you can provide all the details. 
Or, write us direct for a fully-descriptive brochure 
on M*A*P*P, the new plus package that launches 
a free-lunch plan, and nine other no-cost extras. 


echanization, Inc. 


11th FLOOR, MUNSEY BUILDING 
WASHINGTON 4, D.C. 


NEW YORK © PITTSBURGH © PHILADELPHIA ° CINCINNATI 
CHICAGO * SAN FRANCISCO * LOS ANGELES 
Publishers of ... 
MECHANIZATION ¢ UTILIZATION © MECHANNUAL 
CoAL INDUSTRY PURCHASING MANUAL 
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management 


forum 


a monthly im feature 


Company heads lean toward format 


with ads and editorial ‘spread out’ 


Should ads be “bunched” or spread out in business publications? Two opposing views 


on that question by an advertising manager and a business publication consultant ar- 


roused so much interest that IM put the question to top management executives. They 


were asked: 


Strictly as a reader of business publications, do you prefer a format wherein ads and 
editorial material are largely separated into separate blocks, or do you prefer ads and 


editorial more or less evenly dispersed throughout the pub'ication? Or do you have no 
’ 


purticular preference? 


Speaking now as an industrial advertiser. do you feel your company’s ads can do a 
better job when they are segregated with other ads or when they are spread throughout 


the publication? Or do you believe it doesn’t make much difference? 


Their answers appear below: 





By John L. Holloway 


esiaen 


@ IT IS DIFFICULT to comment as a 
reader and as an advertiser. For, I 
believe, the interests of reader and 
advertiser must be parallel if both 
are to benefit. 

My business reading is not for 
relaxation, but for news and infor- 
mation which are, or could be, sig- 
nificant to Crane’s operations. I find 
such news and information in the 
advertisements just as much as in 
the editorial pages. The advertise- 
ments tell me not only about things 
which can be useful to us, but about 
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marketing ideas and concepts of 
other manufacturers which stimu- 
late our own thinking. 

So, whether I read as a “reader” 
or as an “advertiser,” I am con- 
cerned with a magazine format 
which facilitates readership . . my 
own readership and that of the 
thousands of men in industry whom 
we seek to influence through our 
advertising. 

I prefer the even dispersal of ad- 
vertisements through a magazine. 
I'm surer of seeing them all or 
most of them . 
tionalized publications. I am_ not 
surfeited for 50, 60 or 70 pages with 
a diet solely of advertising, then 
with a_ strict editorial diet. I’m 
surer of seeing the editorial con- 
tent when it too is distributed 
throughout the entire magazine. 

The publications which I see most 


. than is true of sec- 


A monthly discussion, 

in which industry's top 
executives talk frankly about 
management policies 

dealing with current industrial 
marketing, selling 


and advertising problems 


consistently magazines like 
Time, Business Week, The Saturday 
Evening Post, for instance . . accord 
me the privilege of seeing most of 
the advertising interspersed with 
most of the reading matter. 

I am aware, however, that many 
of the business papers which carry 
Crane Co. advertising continue to 
follow the style of segregated ad- 
vertising and_ editorial sections. 
There are some nota‘:le exceptions. 
I wish there were more. I wish it 
as a reader and I wish it as an ad- 


veruiser. 


By J. C. Vander Pyl 


rresident 


® COMPETITION between advertise- 
ments, for reader attention, in busi- 
ness publications having large cir- 
culation, is intense. Very likely the 
principal interest of most readers 
of such publications is in informa- 
tive articles, trend charts, statisti- 
cal and editorial material and il- 
When 
are segregated in solid sections, un- 
relieved by interspersed editorial 
matter, many readers barely look 
at them if at all. 

In our company, preference for 
location of our advertisements on 
pages containing reading matter is 
pronounced. We try, whenever pos- 
sible, to obtain space that will assure 
them of being the only advertise- 


lustrations. advertisements 





ments on pages otherwise contain- 
ing editorial text. Such an arrange- 


ment, we feel, gives them a better 


chance of being noticed . . if we 
make them sufficiently striking 
than if they are run in solid sec- 
tions devoted exclusively to adver- 
tising. 

There seems to be a_ tendency, 
especially in magazines of a volu- 
minous nature, to concentrate adver- 
tising in solid sections exclusive of 
general reading matter. This, I be- 
lieve, reduces the chances of getting 
interested attention for individual 
advertisements and is not likely to 
be in the best interest of space 
buyers. 


° By Albert F. Metz 


thairman cf the 

Board 

Okonite 

Passaic, N.] 
® I HAVE NO particular preference 
as to the format of a publication. 
Frankly, I consider it a desirable 
thing to keep current rot only with 
the news, as written in the editorial 
columns, but also with the informa- 
tion that is being presented in the 
paid advertising. Both of these parts 
of a magazine are performing a use- 
ful and valuable purpose for the 
reader. 

Generally speaking, the publica- 
tions which our company uses are 
trade papers where the advertising 
is fairly well interspersed with the 
editorial material. I think the set-up 
of the advertising in a magazine 
depends to a great extent on the 
basic purpose of the magazine and 
the degree to which it is depart- 
mentalized. 


By W. I. Floyd 
President 
Duff-Norton Mic 
Pittsburgh, F 


® BUSINESS publications are an im- 
portant source of information about 
current developments in several in- 


dustrial markets of vital interest. 
They bring us news about custom- 
ers, prospects, suppliers and com- 
petitors. This news appears in both 
the editorial columns and the adver- 
tisements. For this reason, my per- 
sonal preference is a format which 
provides an even dispersement of 
editorial material and advertise- 
ments as it affords a change of read- 
ing pace and makes for greater con- 
venience. 

As an industrial advertiser we 
feel that Duff-Norton’s advertising 
must be better than average to com- 
pete with the editorial columns if 
we are to gain the attention and 
hold the interest of the reader. Yet 
we know our ads have a better 
chance of being seen when they 
appear opposite editorial material. 
We believe the advantage of being 
seen far outweighs the disadvantage 
of competing with the editors. 

In the publications which I read, 
those using the dispersed format 
have a slight edge over those using 
the block system. This is also true 
of the publications on the Duff- 
Norton schedule. 


By P. M. McKenna 
President 
Kennametal Inc. 


D 


Latrobe, Pa 


® AS A READER of business publica- 
tions, format makes little difference 
to me. If I start reading a useful 
or informative article Ill ferret out 
the continuing pages amongst any 
maze of advertisements to which you 
give me a clue. However, for con- 
venience in clipping to send around 
to other people or file in our scrap 
book, I like it all in one piece if 
possible. 

We like our ads next to reading 
matter on the same subject if pos- 
sible. That is, for example, if we 
have a rolling mill application for 
our Kennametal Rolls we think it 
will be more likely to be read if it 
is in an area of the paper read by 
steel plant managers. An “ad” fea- 
turing Kennametal mining 
should be in the section read by 


tools 


coal or iron ore engineers. An editor 
can improve the easier reading or 
finding of articles or advertisements 
by those interested, by such appro- 
priate grouping. Iron Age, Steel, 
American Machinist and other pa- 
pers in which we advertise seem to 
use that method. 


By Robert H. Hoge 
President 

Clark Controller C« 
Cleveland, O. 


® AS A READER of business publica- 
tions I do not have any strong 
preferences for any one format over 
the other. Consequently I have con- 
sulted others in our organization 
and what follows is not necessarily 
an exact expression of my opinion, 
but is the reaction of men in our 
company who give this question di- 
rect study. 

All of us have had the experi- 
ence of casually noting an adver- 
tisemnent as we read a_ feature 
article. The advertisement doubt- 
lessly gave us valuable information. 
On the other hand, there are occa- 
sions when we are annoyed because 
the trend of an article is interrupted 
by the insertion of advertising mate- 
rial. 

As an 
seems logical to expect that our ads 
would be seen by more readers if 
they were interspersed among pages 
of editorials. However, there are 
probably many factors which in- 
fluence the effectiveness of an ad as 
it pertains to the location in a publi- 


industrial advertiser it 


cation. 

The editorial approach used by a 
particular publication should cer- 
tainly be taken into consideration 
in answering this question. Publica- 
tions whose editorial material is of 
a detailed, highly technical nature, 
requiring a high degree of concen- 
tration on the part of the reader, 
should probably avoid placing ads 
where they will interrupt the edi- 
torial material and break the read- 
er’s train of thought. 

Conversely, where the effective- 
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of the editorial material will 
ot be reduced by the distractions 
presented by ads, considerable ad- 
vantage can be gained by locating 
them in the same sections. In this 
case I believe the ads and editorial 
matter may complement each othe: 

some attempt is made to group 


them according to subject matte: 


By A. D. R. Fraser 


® IN BUSINESS publications I prefer 
a format having dispersement of edi- 


torial material and _ advertising 
rather than separation of the two. 
In endeavoring to keep abreast with 
the new products of the electrical 
feel it 


ticularly to watch the advertising 


industry I necessary par- 
and this seems easier where the 
two, advertising and editorial mat- 
ter, are intermingled. I can under- 
stand, however, the advantages for 
the person only interested in articles 
where the material is separated 

As an industrial advertiser ow 
preference is even stronger in favor 
of advertising dispersement as we 
believe there is more inclination to 
read where variety of reading matte: 
exists. In our product advertising 
we have never sought preferred lo- 
cations, nor have we been convinced 
they are worth premium rates ex- 
cept in a few special cases. Those 
business publications I read and 
those in which our company adver- 
tises most frequently follow a for- 
advertisements are 


mat in. which 


spread throughout the book a 
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PRODUCTION CUIVE UP 


multiples man's eficiency, output 








Jobs Make Jobs... Table, a 


Industrial employe relations 


® EVERYONE'S WORRIED about em- 


ployment and unemployment these 
days. And _ this 


national concern 


about jobs has led Du Pont, Wil- 
mington, Del., to bring out an ef- 
fective employe and public relations 


Eyes Have It. 


dicy 


piece. 

It’s a 32-page booklet telling how 
jobs come into being. 

“The Story of Employment Op- 
portunities” tells through pictures 
and text how research creates in- 
dustrial jobs and how each indus- 
trial job creates other jobs. 

The booklet takes its title from 
the want ad classification, “Employ - 
ment Opportunities,” and says “to- 
morrow’s ‘help-wanted’ advertise- 
ment is being written by the re- 
search of today.” 

The booklet is “humanized” and 
given continuity by its telling the 
story of Percy Bordelone, Du Pont 
chemical plant worker, and his fam- 
ily. The Bordelones keep popping 
up throughout the book, which tells 
how their lives . . and thus the lives 
of many have been affected by 
industrial progress. 

This is the 10th booklet in the 
series “This is Du Pont.” Each of 
the booklets has told of a different 
phase of the company’s operations. 
Besides going to Du Pont employes. 
the booklet was sent to business 
publications, newspapers, radio and 
television stations and networks and 
educators. 

“Reaction to the booklet has been 
excellent,’ Du Pont reports. cy 





The man with the camera is one of eight PULP & PAPER What they see, learn and do creates responsive read- 
editors who regularly follows the pulp and paper in- ing in what is rightfully recognized as the produc- 
dustry from forest to mills all over North America. tion and management magazine of the industry.* 


Inside America’s 5th Largest Industry 


The inside track to this growing, dynamic multi-million dollar market is inside the covers 
of PULP & PAPER, consistently preferred by advertisers for its 

@ Largest Paid Circulation 

@ Distribution Where It Counts Most 

@ Growth Parallel with Industry 

















Pulp and paper is a closely integrated industry — from tree planting and 
harvesting to the manufacture of finished products worth $7 billion a year. 
It spends more than $400,000,000 annually for new facilities and equip- 
ment. For specific information on the Pulp and Paper industry, write PULP 
& PAPER, 370 Lexington Avenue, New York 17, N. Y. 


Pulp & Paper 


WIM : @) 


New York * Chicago * San Francisco + Seattle 
Portland + Los Angeles * Vancouver (B.C.) » New Orleans 


*®AIl Miller Freeman Publications are field edited, each editor and his staff constantly 
working, living and reporting from the field on the industries they serve. 
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Henry W. Leland 


Career in Schenectady 

Hank Leland graduated from Wesleyan Uni- 
versity in 1923. That same year he joined Gen- 
eral Electric Co.’s business training course, and 
he’s been with GE ever since. Today he is 
manager of administrative studies for the ap- 
paratus advertising and sales promotion de- 
partment. He has held many other positions 
with the company, including nine years as 
assistant comptroller. Hank has been a director 
of NIAA for five years and is now its secretary - 
treasurer. He has been active in YMCA groups, 
PTA’s and church organizations, and he’s the 


father of two college-age daughters. 


Albert W. Brownell II 


Back Home to Build an Agency 

Raised and educated in Philadelphia, AI! 
Brownell is back there again after having been 
halt way ‘round the world. It’s a far cry from 
his earlier job as a $22 a week space salesman 
for a local weekly to his present post as vice- 
president and general manager of the new 
Quaker City office of James Thomas Chirurg 
Co. Between the two jobs he represented busi- 
ness publications and earned the Purple Heart 
as an Army captain in the Philippines. He left 
his latest post as associate manager of Mc- 
Graw-Hill’s Atlantic district in June to build 
Chirurg’s newest branch. 
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Robert C. Myers 


Jack Frost in the Flesh 

As U. S. Steel Corp.'s director of market de- 
velopment, Bob Myers has spark-plugged the 
much publicized cooperative ad campaign, 
“Operation Snowflake,” designed to sell more 
ranges, refrigerators, dishwashers, freezers and 
dryers. A vice-president of NIAA, Bob also 
somehow finds time to discharge heavy re- 
sponsibilities as the steel company’s director of 
product development, commercial department, 
where he is in charge of phases of product 
planning and of new product development. To 
all this, he has recently added activity in the 
field of television advertising for his organi- 


zation. 


Arthur R. Tofte 


NIAA Decided Him 

Arthur Tofte says the birth of NIAA led to 
his becoming an industrial adman. He was 
present “but not actively a mid-wife” when 
NIAA was born in Milwaukee in 1922. Since 
then he has been an NIAA vice-president 
twice and has held several committee chair- 
manships. Mr. Tofte went from Bucyrus-Erie 
to Allis-Chalmers Mfg. Co., Milwaukee, in 
1938, and has been advertising manager of 
A-C’s general machinery division since 1945. 
He is the father of a boy, 9, and a girl, 7. 





Manager, General Engineering Dept. Manager, Power Division Manager, Engineering Research Section 


All these and 81 more 


Chief Design Engineer Chief Construction Engineer 


N.E.’s at Monsanto Chemical 


Plant Design Engineer Development Engineer Assist. Charge of Electrical Engineering 


read Mechanical Engineering monthly! 


In the processing field, as in all other mechanical indus- 
tries, the men who dominate the specification and purchase 
of equipment are mechanical engineers. Over 35,000 
of these men—from presidents to staff members—read 
MECHANICAL ENGINEERING regularly, every month. 
They depend °n it for authoritative reporting of technical 


news and information. 


Without waste circulation, MECHANICAL ENGINEER- 
ING puts your sales story before this, the world’s largest 
audience of mechanical engineers— 35,000 men who design, 
develop, produce, install, control and operate mechanical 
equipment. Mechanical engineers keep your sales moving — 
and MECHANICAL ENGINEERING motivates mechani- [vesting oublished be thele Society wad 


cal engineers. edited solely to serve their needs. 


Engineers are educated to specify and buy 


ge Mechanical Engineering 


{ 


Cy. . Published by 
3 THE AMERICAN SOCIETY OF MECHANICAL ENGINEERS 
(ny 


E> 29 West 39th St., New York 18, N. Y. 
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sales promotion 


comment on catalogs 


exhibits / motion pictures 














Here's what slowed lnm down ————, 


4 what opeeded hem up 
These are *Machene Troe 
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So. Coantersunk made a terter mechine 








Long, Level Look. . 


Unemployment via automation? 
Agency booklet debunks idea 


Aims to help industrial advertisers do p. r. job for progress 


® WHO'S WORRIED about automa- 
tion? 

Apparently plenty of people are. 
if we can judge by the acceptance 
of “The Adventures of Countersunk 
J. Lathe.” 

That's the name of a 22-page 
booklet written by Mike Denyes. 
account executive of Clark & Bob- 
ertz, Detroit advertising agency. The 
agency is making large quantities 
of the booklet available as a plant 
information-rack booklet to inter- 
ested persons or companies . for 
a price. 

“The first corporation to which 
the booklet was submitted believed 
its message important enough to 
buy 300,000 copies for distribution 
to employes of its many divisions,” 
reports Mr. Denyes. 

That message is designed to allay 
the fears of those who believe auto- 
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mation will disrupt the economy 
through wholesale 
jobs 

The booklet, which has the sub- 
title, “What the Machine Tool is 
Doing to Civilization,’ puts across 
this message by telling the story of a 
mythical inventor, Countersunk J 
Lathe. 

Countersunk transforms the econ- 
omy of the village of “Inertia Under 
the Elms” by first 
labor-saving machine, the “widget,” 


inventing a 


then inventing a machine to make 
the widget and finally inventing a 
machine that combined three of his 
first widget-making machines in one 
for greater production. 

Countersunk’s final 
which was in effect an automatic 


enterprise, 


factory, didn’t eliminate jobs, even 
though it could be operated by only 
one man. Instead, it made more jobs 


elimination of 


ideas 


booklets / direct mail 


slide films / sales helps 


of all kinds because of the vast ex- 
pansion of the widget industry. 

The obvious moral is that auto- 
mation helps one and all. 

It's an old story, but one that is 
told in a refreshing way, and one 
that is especially important with the 
increasing trend toward automation. 


Chartered planes make sure 
customers get to tour plant 

Two chartered planes were used 
by Aero Supply Mfg. Co., Corry, 
Pa., to bring customers to a tour of 
the plant and a luncheon . . and to 
take them home the same day. 

The customers were airframe and 
aircraft engine manufacturers who 
were invited to inspect and _ test 
recent industry developments at 
Aero. 

Met at the Erie airport by buses, 
the visitors were taken to the com- 
pany plant for luncheon, followed 
by a series of five-minute talks by 
Aero executives and a tour through 
the manufacturing operation and en- 
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The magic evolution of radiation— 
controlled by the radio tube— 
has entered its third great epoch. 


How much are 
fadio-electronic engineers 
worth to you 
per thousand ? 


Wve you buy an engineering audience on the basis 
of cost-per-thousand or on the basis of quality ... remember 
this. Either way, your advertising dollar buys greatest value 
in “Proceedings of the I-R:E.” 

The Institute of Radio Engineers for over 31 years has 
held to the conviction that its advertising rates would do 
most to benefit the industry and help it grow by being 
economical. As a professional society, the Institute has en- 
joyed financial advantages which have been passed along 
to advertisers in the form of low cost advertising to a high 
quality audience. That’s why the page rate per thousand 


engineer-readers of “Proceedings of the I-R-E” is the lowest. 


in the radio-electronic industry by a considerable margin. 

In today’s highly competitive market, this gives you a 
definite advantage. Simply compare the rates for “Proceed- 
ings of the I-R-E” with any publications you choose. Check 
the high quality of its editorial content. Take a careful look 
at its audience—41,625 (ABC) engineers at the top tech- 
nical level. Then add it all up and you'll see for yourself 
why “Proceedings of the I-R-E” is the magazine of influence 
in the fast-growing radio-electronic industry. 


Engineers are educated to specify and buy! 


Published by 


\\ THE INSTITUTE OF RADIO ENGINEERS 


Advertising Department 


EARS! 


First came the audio stage, 
expressed in radio: 

signal, human voice and 
glorious fidelity in music 


EYES! 


Second: video in television, 
even now changing to 
soul satisfying color. 


BRAINS! 


And now comes the era of 

the electronic computer— 

the signal that is detected, 
stored (remembered, if you wish ) 
totalled and graphed; 

solving problems too staggering 
and monotonous for the human 
mind. 


The electronic computer's base compo- 
nent is the radio tube. Its design and 
production is the brilliant product of 
the radio engineer. Advances in the 
computer, which soon will be as com- 
monly used as the typewriter and 
adding machine, have been aided by 
“history making issues” of “Proceedings 
of the I-R*E”, 


The era of the electronic computer opens 
a vast new manufacturing market. The 
surest and most economical way to sell 
to it is by reaching the minds of men 
who design and make computers—radio 
and electronic engineers. ‘Proceedings 
of the I-R:E” puts your selling message 
monthly before the “thinking and 
doing” engineers in the fabulous, fast- 
moving radio-electronic industry. Cir- 
culation 41,625 (ABC). 





Plan now to see 
700 EXHIBITS 
at the 


1999 
RADIO ENGINEERING 
SHOW 


March 21-24, 1955 


1475 Broadway, New York 36, N.Y. BRyant 9-7550 


CHICAGO ¢ BEREA, OHIO * LOS ANGELES *© SAN FRANCISCO 


Kingsbridge Armory and 
Kingsbridge Palace, New York City 
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gineering laboratories. 
Representatives of such companies 
as Grumman Aircraft, Republic 
Aviation, Bell Aircraft, Pratt & 
Whitney, and others were enabled 
to travel from their home offices, 
inspect Aero’s equipment and de- 
velopments and return home. all 
within one business day. William H. 
Coleman, Aero 
named the project “Operation In- 
sight,” told his guests, “We hope 


president, who 


you share our feeling that this visit 
has been so effective that we should 
begin to think about ‘Operation In- 
sight II.’ We have endeavored here 
to point out the fact that Aero 
Supply is preparing to meet the 
new demands of the aircraft indus. 
try as vigorously as have each of 
your companies.” 

The project provided many of 
Aero’s customers with their first 
opportunity for an on-the-spot look 
at the facilities of one of their sup- 


pliers. 


How to answer inquiries 
with case history-testimonials 
Prospects who respond to adver- 
tising of the Socket Screw Div. of 
the Bristol Co., Waterbury, Conn.., 
get a case history and testimonial by 
return mail 
The company 
four-page, two-color folder which 


has developed a 


tells how one of its customers solved 
a design problem by using Bristol 
socket screws. It includes a testi- 
monial from the customer. 

The folder is inserted in corre- 
spondence with prospects responding 
to business publication and direct 
mail advertising. It also is used as 
a mail piece by Bristol distributors, 
and it has space for the distribu- 
tor’s imprint. 

Use of such testimonials “in- 
volves considerable more time and 
effort,’ the company reports, but 
the “effort was well repaid.” 


White seeks stimulus, convenes 
salesmen, factory supervisors 
Bringing production and sales per- 
sonnel together could help build 
your sales. 
That’s the view of White Motor 
Co., Cleveland, which held a meet- 
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ing of the company’s factory super- 
visors and sales and service per- 
sonnel. 

The idea was to give the men 
who make White trucks an idea of 
their 
after they leave the factory on the 


what happens to products 
way to the buyer. 

The meeting was “an opportu- 
nity for the manufacturing, sales and 
service people to exchange views 
which will lead to a better product 
and a more effective sales and serv- 
ice program for the company,” White 


officials said 


Hospitality .. © 


xn 


Traveling show hits 34 cities, 
costs exhibitor only $2,616 
Li cal 


Producers’ 


chapter members of the 
Council got 
handling their own new products 


swamped 
show each year . . they were sales- 
men, not exhibit experts. 

Solution of their problem was a 
traveling exhibit that hits the cities 
of 34 such local chapters and costs 
each exhibitor only $2,616 .. in- 
cluding everything 

The Producers’ Council is a trade 
association made up of building ma- 
terials manufacturers. The council 
hired the Pittsburgh exhibits firm 
of Gardner, Robinson, Stierheim & 
Weiss to design exhibits and handle 
mechanics of the show. 

At each stop the Council’s local 
chapter provides the space and the 


Stokes puts show visitors 
‘inside’ a furnace via TV 

Closed circuit television put visi- 
tors to the National Metals Exposi- 
tion, Chicago, “inside” a metal cast- 
ing furnace. 

F. J. Stokes Machine Co., Phila- 
delphia, wanted to demonstrate the 
inner workings of a new vacuum 
furnace for the show goers. 

Using industrial television equip- 
ment, the company trained a TV 
camera on the interior of the fur- 
nace through six-inch glass. The 
melting and 


actual operation § of 


casting high-purity metal was 
transmitted through a short length 
of coaxial cable to a TV monitor set 


in the Stokes booth. 


Ready To Roll. . £ 


in this semi-trailer 


audience for the exhibit archi- 
tects who are the exhibitors’ pros- 
pects. The local chapter’s member- 
ship usually is made up of distribu- 
tors for the manufacturers. 

The show made its first tour in 
1953 and now has been so well 
accepted that it will visit more cities 
and stay at each a longer period of 
time during next year’s tour. 


MWinued on ¢{ 





What is the Composite Catalog? 


Over 500 oil field equipment catalogs 


prefiled into 2 usable volumes... / } 


ftp y , 


I 


FROM A TO Z IN OIL FIELD 


< 
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PRODUCTS AND SERVICES ee fp 
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\Z During the past quarter-century the Composite Catalog has become 
the primary reference source for buying materials and services in the oil 
fields throughout the world. This 5,200-page encyclopedia ot buying infor- 
mation contains either complete files or condensed catalogs of hundreds of 
manufacturers who sell to the oil producing and pipe line industry. It is 
used regularly by over 11,500 men who buy equipment and services in 
every free country where oil is found, produced and transported. 

This compact, constantly used Composite Catalog of Oil Field and 
Pipe Line Equipment has become the most efficient and economical medium 
for bringing buyers and sellers together . . . with least expenditure of time, 
money and effort. 

If you sell to the oil producing industry, your catalog in the Composite 
Catalog will keep your product information at the right place, at the right 


time . . . when oil men are ready to buy. 


Complete. cataloging results in easier selling. For detailed information 
on preparing catalog copy, write for booklet “What to Put in Your 
Composite Catalog Copy.” Address your request to any office listed below. 


Chly COMPOSITE CATALOG of Cl Field Cqugpment 


GULF PUBLISHING Tere] "i -7-4, bb 4 
Hyecialiged PETROLEUM Sictiications 


Houston (6), 3301 Buffalo Drive, LY-4301 

New York (17), 250 Park Avenue, El Dorado 5-4012 

Chieago (4), 332 S. Michigan Avenue, Wabash 2-9330 

Cleveland (15), 1010 Euclid Avenue, Main 1-2550 

Tulsa (3), Hunt Building, 3-1844 

Los Angeles, W. W. Wilson Building, Huntington Park, Jefferson 1219 
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Compact mobile unit displays 
complete Kohler engine line 

A complete line of bulky engines 
and electric plants are being dis- 
played in one small panel truck by 
Holtkamp Electric Service Co., Cen- 


tralia, Il. 
Ordinarily, 
“demonstrated” to 


such equipment is 
dealers and 
prospective dealers with illustrated 
folders and “spec” sheets . . but not 
at Holtkamp, distributor of engines 
and electric plants made by the 
Kohler Co., Kohler, Wis. 


B. J. Holtkamp, head of the com- 
pany, bought a panel truck and in- 
stalled a wooden platform on roller 
bearings, which could be rolled out 
the back doors of the truck. Then 
he mounted a series of the electric 
plants and engines on the platform. 


When the truck 
place of 


pulls up at a 
prospect’s business, the 
panel is rolled part way out, the 
electric plants start generating, and 
the prospect is given a chance to 
try out any power tools with power 
coming directly from the demon- 
stration engine in the truck. 


tyes ee 


Contractors and y 
Engineers 


magazine of modern construction 
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How to give mobile promotional 

unit an extra publicity push 
Here’s one way to draw extra at- 

tention to your traveling promo- 





tional unit. 

Carborundum Co., Niagara Falls, 
whose mobile “abrasive workshop” 
has been visiting distributors for 
customer demonstrations during the 
past year, presented the 5,000th mo- 
bile workshop visitor with a radio 
at a stop in Jamestown, N. Y. The 
presentation ceremony made a handy 
peg on which to hang publicity to 
build both distributor and customer 
good will . . and to give the work- 
shop an added boost. 


Customers who call at Monarch 
bring work along, get it done 

Customers who visit the Monarch 
Machine Tool Co., Sidney, O., now 
get a close look at Monarch’s prod- 
ucts and what they can do. 

The company has completed a 
“demonstration center” where the 
15 latest models of Monarch lathes 
are on display. Electric outlets and 
overhead cranes make it easy to 


put the lathes into action . . on Showing How . . Cusiomers set ac 
work the customer provides, if he nstration center. Center has 4,000 square feet 


wants it. head and power “lifts” facilitate moving 


THE SCENE: Garden State Parkway, New Jersey For effective coverage of the $36 billion heavy con- 
THE CAST: Five Prime Paving Contractors pager ogeenmiiaiaal preter CONTENTIONS 
THE PLOT: A combined total of 6,500,000 square yards 
of 6-inch gravel sub-base, 6-inch bituminous-stabilized gravel 
base, and 1 to 11/.-inch bituminous concrete surface course 2. More editorial matter in proportion to advertising, 
laid in a little over 8 months. 3. More advertisers, and 


CONCLUSION: This achievement represents the big- 4. More exclusive advertisers 
gest paving “coverage” of 1954. And the job was ably 
covered by a CONTRACTORS AND ENGINEERS field editor — 
one of many copiously illustrated and staff written construc- Write today for a copy of the current issue, and let 
tion project stories you will find in every issue of C&E. C&E speak for itself. 


1. More editorial content, 


than any other monthly magazine in the construction market. 


Contractors and 
Engineers 

Sioa Esau ASericancity I Magazine of modern construction 

470 Fourth Avenue, New York 16, N.Y. 
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igest—the magazine 

of international 
business and in- 
dustry. 


December 


nternational execu- 

tives who make or 
influence buying 
decisions comprise 
DIGEST's selective 
audience. 


lobal readership — "Sia Share eee Dies, Ce February 
30,000 readers of ago. 
60 countries de- Tentative ial 
pend on DIGEST for 1al Association of Dis aS 
use in their buying play Industries (Wir f tica, Navy Pier, Ch 


decisions. 


ditions now for both 
Latin America AND sition of Science and 
Overseas areas to I rs 
better serve read- 
ers and advertisers. 


eventy percent of 
readership found 
in industries where 
U.S. exports are 
greatest. 7-11.. Nat 


he first export busi- 
ness magazine to 
qualify for mem- 
ship in A.B.c. 

L 


oko A McGRAW-HILL ‘@: 


January 


INTERNATIONAL PUBLICATION 
330 West 42nd ‘+. New York 36, N. Y. 
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BLANK 


Coverage that blankets over 
99% of the billion dollar 
iron and steel producing 
market in the four major 
states, from presidents to 
foremen, is another reason 
why more and more suppliers 
are telling their story 

in the pages of 


JOURNAL OF 


A — eA 


With an investment of only 
$2400 for twelve black and 
white selling pages in 
Journal of Metals, you can 
cover this influential group 
of metallurgical engineers 
—the executives who 
specify the equipment and 
materials you sell. 


Send for your copy of the analysis of 
Journal of Metals broad coverage of 
this important segment of your market. 


ee ed Set AARNE OR AN BERT SAGO 


| Metattusatens eeetieiaian:| 
are educated to 
apeunry and buy: ! 


ee ae oe ae 
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a 





JOURNAL OF 


METALS 


whe Av Published by 

The American Institute of Mining | 
. - and Metallurgical Engineers, Inc. 
op — 29 West 39th Street, 
ANC New York 18, N. Y. 


Siness papers ask detailed 
audit for general magazines 
® cHIcAco . . The t.f. Club of Chi- 
cago has adopted a resolution ask- 
ing industrial advertisers and agen- 
cies to help force general magazines 
that solicit industrial advertising to 
provide more detailed audits of their 
circulation. 

The t.f. Club is made up of busi- 
ness paper space salesmen. 

The resolution asked the advertis- 
ers and agencies to recommend to 
the Audit Bureau of Circulations 
that audits of such general maga- 
zines’ circulations should include 
information on vocations of readers. 

William S. Wade, Transportation 


| Supply News, Chicago, asked for the 
| resolution, saying that industrial ad- 


vertising in magazines aimed at the 


| general public or at business execu- 


tives had increased from $3,000,000 
in 1939 to $34,000,000 in 1952. 

Mr. Wade said industrial advertis- 
and should 


ers agencies 


| of specialized markets. 


| ABC and BPA act on auditing 


| dustrial 


| 


| September. 


according to S.I.C. code 

® NEW yYoRK .. The National In- 
Advertisers Association’s 
efforts to get business papers in the 
metalworking field to show circula- 
tion breakdowns according to the 
U. S. standard industrial classifica- 
tion seem to be bearing fruit. * 

Both the Audit Bureau of Circu- 
lations and the Business Publica- 
tions Audit are taking action on the 
NIAA media practices committee’s 
recommendation that the S. I. C. 
code be adopted. 

A special three-man sub-commit- 
tee made up of representatives of 
ABC metalworking publications was 
to meet with the media practices 
committee Nov. 29 to report find- 
ings on the practicality of ABC’s 
adoption of the code. 

The 


studying 


sub-committee had _ been 
the question 


The outcome of 


late 
that 


since 


| meeting was not known at the time 


IM went to press. 

Meanwhile, NIAA recommended 
| that the BPA change its audit report 
aids so as to utilize the S. I. C. 


Continued on page 154 


demand 
| proof of general magazine coverage | 


MINING 
aT AIK! 


Only once a year can you 

dig into the mining market 
and strike pay dirt like 

this. Over 10,000 executive 
engineers will be waiting 

to learn of new developments 
from authorities in the field 
as reported in the fact-packed 
pages of the 


Annual Review 
of 


MINING 


Jato iial—i—igiale) 


March, 1955 issue 


For just $310 a page, you 
can command the attention 
of this concentrated 
audience of mining 
engineers — the men who 
control this vast industry 
—when they are most recep- 
tive to your selling story. 


| Mining engineers 
' are educated to 
i specify —_ wuys 


& 
RR 8 Ne RTS A RN NE NORINCO SL PREY oO 


MINING 


engineering 


Sw _. Published by 
C’ The American Institute of Mining 
° - and Metallurgical Engineers, Inc. 
oe LS 29 West 39th Street, 
PANL New York 18, N.Y. 
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“according to 


Ceramic Bulletin...” 


Throughout the depth and breadth of the 
multi-billion dollar ceramic field, “Accord- 
ing to Ceramic Bulletin. . .” has come to 
connote the high position held by the 
Bulletin’s editorial material. This phrase 
means that articles in the Bulletin can be 
accepted as the most conclusive, most re- 
cent and accurate expressions of leaders in 
the various branches of ceramics. 

Because the Bulletin is considered the 
prime source of authoritative information, 
back issues are kept readily accessible as a 
library of accurate, technical information 
This “staying power’ of the Bulletin — 
and constant reference by men in every 
branch of ceramics — affords advertisers 
multiple-sales contacts. Not once, but dozens 
of times throughout the year, Ceramic Bul- 
letin advertisements come to the attention 
of over five thousand key ceramists! 
Through no other medium in the ceramic 
field can you reach so many continuing 
viewers of your sales message as in 
Ceramic Bulletin! 

We would appreciate the opportunity of 
outlining to you the advertising advantages 
gained only in Ceramic Bulletin. 


When your advertisement appears reg- 
ularly in the pages of Ceramic Bulletin, 
you are exposing your sales message to 
over 5,000 key ceramists. Through no 
other media can you achieve such com- 
plete coverage of the ceramic market — 
and at such a modest rate. 


eramic 
Ba pice 
2525 N. HIGH ST., COLUMBUS 2, OHIO 
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(im) NEWS 


code. And BPA president and man- 
aging director Adin L. Davis is 
studying the NIAA suggestions. 

If he reports favorably on them, 
the media practices committee will 
submit to some 25 BPA metalwork- 
ing publications a request that the 
new forms be adopted. 

Some BPA metalworking papers 
already have adopted the S. I. C. 
code, while others have not. 


Kron elected chairman of BPA, 
Davis appointed president 

@® NEW yorK .. Arthur A. Kron, 
executive vice-president, Gotham 
Advertising Co., has been elected 


‘ chairman of the board of Business 


Publications Audit of Circulation. 

Following unanimous adoption of 
by-laws amendments that realigned 
titles, Adin L. Davis, who has been 
the organization’s executive vice- 
president and managing director 
since 1950, was named president and 
managing director at BPA’s 23rd 
annual business meeting here. 

Retiring president G. Kenneth 
Thornton, director of advertising, 
Scovill Mfg. Co., Cleveland, told the 
group that “How to Get the Most 
Out of BPA Statements,” third in 
a series of educational booklets is- 
sued during the past year, would 
soon be ready for distribution to 
BPA members. He called selected 
qualified circulation the “true meas- 
ure of a business paper’s effective- 
ness,” and said that he believed 
BPA has what he called a “grand 
opportunity to establish itself as 
‘the’ audit service in the next few 
years.” 

As of Nov. 1, member-publica- 
tions numbered 385, an all-time 
high, and an increase of 22 since 
Form B, permitting audit reports 
of both paid and controlled distri- 
bution, was introduced about a year 
ago. 

Other officers elected for the en- 
suing fiscal year are Joseph F. Hob- 
bins, advertising manager, Anacon- 
da Copper Mining Co., New York, 
vice-chairman; Albert Carroll, ad- 
vertising manager, Merck & Co., 
New York, secretary; and Louis J. 
Perrottet, business manager, Elec- 
trical Manufacturing, treasurer. 








ELECTRICAL 
ENGINEERING 


Has 
The Largest 
Circulation 


of any technical 
Publication 

in the electrical 
field. 


more than 


95,000 


Circulation 
eee es 


At the lowest page rate 
per thousand 


Published for more than 
70 years, Electrical Engi- 
neering has the prestige to 
deliver your story direct to 
Key Executives and top 
flight Engineers. 


Write or wire for 
Complete information 


Lee 7 ett At 
NGINEERING 
Suite 13, Lower Level 


500 FIFTH AVENUE 
NEW YORK 36, N. Y. 














Mr. Kron, the new chairman, has 
been actively engaged in the adver- 
tising field since 1916, and has 
served as president of the Interna- 
tional Advertising Association. He 
is considered the dean of active ex- 
port advertising agency executives, 
having practiced in this field longer 
than any individual now active in it. 


McGraw-Hill to bring out new 

weekly covering oil industry 

® NEW yorK . . McGraw-Hill Pub- 
lishing Co., New York, has an- 
nounced plans for a new business 
publication in the oil industry. It 
will be known as Petroleum Week, 
a weekly. 

The first issue is scheduled for 
next July. It will have an initial 
distribution of 20,000, which will be 
converted to paid circulation as 
rapidly as possible, according to the 
McGraw-Hill announcement. 

The new publication will cover all 
segments of the oil industry 
production, refining, transportation 
and marketing . . “not just a given 
specialty,’ according to the com- 
pany. 

Definite plans for the publication 
were begun after more than a year’s 
research revealed the need for such 
a publication, the announcement 
said. 

The publication will use an un- 
usual “topic sentence” editorial 
style. Key sentences will be set in 
bold face type, so that any reader 
may pick up the essentials of a story 
merely by jumping from one heavy 
type sentence to the next. The re- 
mainder of each article filling in the 
details, will be set in normal text 
type. 

Paul Montgomery, senior vice- 
president, publication division, said 
that editors of other McGraw-Hill 
publications would be watching the 
treatment Petroleum Week will give 
its stories, and analyzing reader re- 
action to it, with the possibility 
that the new writing style may be 
adopted by them. 


Chicago world trade meeting 
scheduled for next March 

® cHicaco .. The 18th annual Chi- 
cago World Trade Conference will 
be held at the Morrison Hotel next 
March 1-2. It is expected to draw 
about 1,000 customers of Chicago 
industry. Ld 
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One always stands out... 


IN EXHIBITS IT’S 
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CORPORATION 





NEW YORK'S LEADING 
DESIGNERS AND BUILDERS OF 
DISPLAYS AND EXHIBITS 


* WRITE FOR BOOKLET / 
96-20 43RD AVENUE © CORONA 68, N. Y.C. © ILLINOIS 7-2002 
BRANCH OFFICES: PITTSBURGH - CLEVELAND - SYRACUSE 





Got any ideas 
that will 
help me * 
simplify 
Steel Plant 
Operations? 


I’m one of many steel indus- 

try operating officials always 

on the lookout for ways and 
means of increasing yield at lower 
and lower costs. If your products, 
supplies or services offer solutions 
to our problems, tell us and sell 
us through the IRON anp STEEL 
ENGINEER, 1010 Empire Building, 
Pittsburgh 22, Pa. 


To Sell the Steel Industry ... Use the IRON and STEEL ENGINEER 
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Six signs along the trail... 
® The dog-eared sales manual 
@ The trade show movie 

® Say-it-isn't-so reaction 

@ The vocabulary playback 

@® The competitor's soundtrack 


® The catalog reference test 


APPLIANCE Want to show ad effectiveness? 


MANUFACTURER 


Try the Indian guide approach 


Gives'em the business! 


Listen to what a leading manufacturer* for 
the appliance industry says: 
“sf 16 days after publication we re- 
ceived an inquiry from a very prominent 
monvufacturer.”’ 
: . the first we had had from him.” 
; . two weeks later received his first 
order!”’ 
ee . amounting to MORE THAN FIFTY 
TIMES THE DOLLARS AND CENTS SPENT ON 
SPACE AND PRODUCTION COSTS!” 


*name on request 


APPLIANCE MANUFACTURER 
CAN GIVE YOU THE BUSINESS 
TOO, IF YOU SEiL... 


v insulation 

plastics 

custom stampings 

die castings 

name plates 

heat control equipment 

appliance accessories 

electric motors 

electrical heating elements 

hardware and trim 

castings and forgings 

electrical components 

finishings equipment and 
supplies 

shipping containers 

raw materials 

plant equipment 

sheet metal fabricating 
equipment 

materials handling equipment 

fasteners 

ceramic insulation 

wire goods 

glass components 

moulded rubber goods 


> & be 8 BD S 22. @.: 


~~ =a Ss 


>» > > S 


APPLIANCE 
MANUFACTURER 


1 N. WELLS STREET, CHICAGO 6, ILL 


PHONE: STate 2-412] 
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| isolated from 


It's the little things that count. . and they’re cheaper, too 


By W. R. Ceperly V 


The ways some industrial admen set out 
to “prove” the results of their company’s 
advertising would make a scientist or a 
logician cringe. The “Indian signs” ad- 
vocated here may sound unscientific but 
they reflect the scientist's respect for close 
observation. What to look for is suggested 
in this adapation of a talk at the second 
annual industrial advertising symposium 
of the Chicago Industrial Advertisers As- 
sociation. 





®@ THE MOST CONVINCING PROOF of ad- 
vertising effectiveness was the case 
of the who advertised the 
apple in the garden. People have 
been talking about the effectiveness 
of that campaign ever since. 

In_ that 
“noted” ratings were easily obtained 
and gave a reasonably accurate pic- 
ture of the entire market. Incident- 
ally, the sales follow through should 
be given a high rating, too. 

Today, the problem of proving ad- 
vertising effectiveness is somewhat 
more difficult. In fact, it is a rare 
instance in which advertising can be 
factors to be 


snake 


case the “seen” and 


other 
proved, in the legal sense of proof. 
This is not intended as a criticism 


| of Starch, Gallup, Roper and the 


currently popular motivational re- 
search techniques and findings. I 


| believe they are worth while and 


contribute to the stockpile of fact 
and fiction surrounding the reaction 
to any advertising, good, bad or in- 
different. 

However, there is much evidence 
that the resulting from 
such activities lead to questionable 
conclusions and misapplication. They 


statistics 


are rarely adequate to use in sup- 
port of budget 
Certainly this is true in relation to 
industrial advertising. 


recommendations. 


Mr. P. Wants Profits . . At this 
time of the year, when budgets 
focus attention on the effectiveness 
aspects: of our callings, management 
people are apt to consider effective- 
ness in terms of results . . sales re- 
sults, that is, or more precisely profit 
results. It is all well and good to 
tell Mr. Pursestrings that 5, 10, 15 
or even 20° of the readers of pub- 
lication “X” read, noted or 
even remembered your ad. 

But can our industrial Mr. P. 
draw conclusions of “effectiveness” 
from that type of evidence? Can 
you legitimately criticize him for 
not approving your budget request, 
if it is only based on a readership 
study or more probably not even on 
that? 

Every adman has at one time 
or another criticized the Mr. Purse- 


Saw, 





strings of this world for not under- 
standing the importance of adver- 
tising. Unfortunately this fact lands 
right back in our own laps. One 
of our biggest jobs is to create un- 
derstanding and in some cases to 
correct misunderstanding. 

The measurements we mentioned 
a moment ago may be part of that 
process. 

If they are available and can be 
analyzed in such a way as to be 
usable, fine! But rarely will they be 
conclusive or can they be projected 
into future reaction with sufficient 
credulity to serve as proof of the 
validity of a budget request. 


Many Men in Each Sale . . 
Why is this so? 

It is so because the effectiveness 
of industrial advertising invariably 
involves the actions of a man or 
many men in completing the sale, 
so that the profit can be computed. 
Therefore, the efficiency with which 
each element in the transaction is 
completed has a bearing on the 
effectiveness of the entire sales proc- 
ess. 

If those things which can be done 
on paper are done effectively at the 
lowest cost and those things which 
are done man to man are done at 
lowest cost, the marketing side of 
any business will) be making its 
maximum contribution to that busi- 


ness. 


Enter the ‘Indian Guide’ . . 
To bring these roads together at a 
common intersection in Mr. P’s of- 
fice and to “prove” advertising effec- 
tiveness to Mr. Pursestrings, in 


such a way that it will permit him | 


to give the budget a new look, there 
are several things we can furnish 
him . . not just at budget time but 
from day to day, week to week or 
month to month. 

We can give him “The Indian 
Guide Approach,’ which includes: 

e The tale of the dog-eared sales 
manual 

e The trade show movie 

e The say-it-isn’t-so reaction 

e The vocabulary playback 

e The competitor’s soundtrack 

e The catalog reference test 


Now, don’t turn up your nose at | 
the Indian Guide approach. Those | 
of you who have hunted or fished | 








$35 Billion —5 year plan 


for your advertising— 


based on FACTS a 


Gear your advertising pro- _apolis for your copy of the re- 
gram to capitalize on this ex- —s port covering this important 
panded and accelerated $7 bil- _— tri-state market containing 
lion-a-year construction mar- 15% of the nation’s popula- 
ket. tion and 20°% of the nation’s 

This $35 billion-5 year pre- new construction. 
diction is based on facts—de- Cover this Multi-Billion 
tailed by types of construction Dollar Market completely 
and itemized for Illinois, In- through the advertising pages 
diana, Ohio, Northern Ken- of 
tucky and the St. Louis trad- 
ing area. 

Write PO Box 1074 Indian- 

OVER 8800 CIRCULATION 


ONSTRUCTION | DIGEST 


Over 8800 Readers Indianapolis 6 











LO VERWHELMING EVIDENCE OF * 
PLUMBING & HEATING BUSINESS'S 
ABILITY TO HELP YOU ~ 


9 ai 


? More contractors receive PHB than 
any other full service book! 


More contractors read PHB regular- 
ly than any other full service book! 


More contractors prefer PHB to any 
other full service book! 


More unduplicated circulation with 
Plumbing and Heating Business! 


H% Ask for your copy of “Overwhelming Evi- 
dence.” It is the results of PHB’s just completed 
readership study...conducted by a noted inde- 
pendent research organization among plumb- 
ing, heating and air conditioning contractors. 


BUILD YOUR ADVERTISING PLANS UPON A SOUND FOUNDATION 


PLUMBING & HEATING BUSINESS 


Industry's Largest Circulation Full Service Book 








Continued on page 158 5941 Grand Central Terminal Building * New York 17, New York 
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) "WESTERN 
~ METALS | 


featuring now ' 

Tool Engine 

dustrial EXPN on 14 
os Angeles Mat 


or 


Metal Show Issue 


featurin 
Metals Niamerica 


; Society 
C Ninth We tety for 


stern Metal 


® Special Editorial Programming. 
Eight major feature articles in the 
February issue will cover important 
solutions to Western Tooling problems 
case histories of new and significant 
developments in 12 fields of western 
metalworking will be reported in the 
March Metal Show issue. 


Bonus Circulation will include more 
than 1,000 extra copies of each issue 
distributed from WM 's booths at the 


show s. 


Exhibitor Promotion. Your adver- 
tising in WM will tell vour sales story 
to a circulation of more than 6.000 im- 
portant western metalworking plant 
executives a full two weeks ahead of 
each show. 


Reserve Advertising Space Now! 
CLOSING DATES 


Tooling Issue January 20th 
Metal Show Issue... February 20th 


WEesTsRn 
wMSTALS 


WESTERN METALS 


A JENKINS PUBLICATION 


198 SOUTH ALVARADO ST 
LOS ANGELES 57, CALIF 
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The Indian guide approach. . 


t 


with the aid of a good Indian guide 
know that he can forecast a change 
of weather more accurately than a 
barometer. He can tell where the 
birds are going to be the day before 
they get there and can predict the 
size of the catch before the boat is 
pushed into the water. He does it by 
diagnosis 


careful observation and 


of related phenomena 


Read the Signs . . This approach 
may not be as scientific as that of 
organized research . . but neither is 
it as costly nor as time consuming 
It should not be 
Surely 


considered as a 
substitute. whenever’ the 


formal measurement methods and 
techniques can be afforded and jus- 
tified they should be used. 

The signs of advertising effective- 
ness .. and ineffectiveness . . should 
be read with an Indian guide’s ac- 
curacy and persistance. And as these 
readings are taken they should be 
passed along to the big hunter, M1 
Pursestrings. 


Often 


effectiveness in the form of direct 


there are indications of 
response: inquiries from publication 
advertising, direct mail return cards, 
coupons, etc. Such indications carry 
additional weight, if records can be 
set up to show percentage of sales 
as compared to those resulting from 
“cold” calls. Where such results can 
be translated into the dollar cost 
per call they will carry raore weight 
with Mr. P 
Dog-Eared Sales Manual . . 
Because the profit element in ow 
enterprises depends on other activi- 
ties let's gather evidence in these 
areas also. One clue to such evidence 
is “the tale of the dog-eared sales 
manual.” 

If the salesman or the dealer is 
furnished a sales manual, an alert 
observer can tell more about the 
effectiveness of this tool by looking 
at the pages of several in the field 
than he can deduce from a dozen 
questionnaires. If the pages or cer- 
tain sections are dog-eared he has 
pretty reliable evidence that this 
link in the sales chain is being used. 
If the manual is bindery-fresh it is 


| a warning sign that the sales train- 


ing program is ineffective or that 





IN MEXICO... 


3500 


KEY INDUSTRY MEN 
READ INDUSTRIA ... 


. . . and, throughout 20 
major market areas of Latin 
American industry, 15,000 
readers of INDUSTRIA repre- 
sent a market that accounts 
for the annual purchase of 
more than $2 billions of 
capital goods equipment 
from U.S. manufacturers! 


INDUSTRIA is a magazine 
for all industry — the maga- 
zine that has been an inte- 
gral part of industry for over 
30 years — a MUST for man- 
agement and key operating 
executives who influence or 
decide on purchases. 





els A McGRAW-HILL : 


INTERNATIONAL PUBLICATION 
330 West 42nd St., New York 36, N. Y. 








the manual does not fit the condi- 

tions in which the salesmen operate. 
At least it is an indication of effec- 

tiveness or ineffectiveness of one 

element in the chain of events cal- 

culated to lead to a sale. 

It knows the market 

Lots of Evidence. . The trade show ready to go W-B is recognized and respected as an author- 


is an ideal spot for evaluating your ity in the western light construction market by 
some 5184 lumber dealers and 5624 builders 


product movies. The cream of the t k § —included among over 12,000 BPA readers. 
market is gathered there. And 0 wor or h PF 
through adroit questioning of vis- It covers the groun 
itors at your exhibit or through a i W-B takes your sales story to buying and di- 
‘ = : . e recting contacts and completely penetrates all 
simple questionnaire you can find trading areas in this most important light 
out the effectiveness both of the : construction market in America. 
movie’s message and of the supple- Finest It is a producer 
mentary material used with the qualifications for : 
ane : W-B has a 13-year record of producing sales 
movie. effective selling for many fine rames in the building products 
If we gather such evidence at a manufacturing, distributing and servicing 
trade show, the chances are that fields. 
we are getting the reaction of a It is low-cost 
pee che re ee we remember: IN THE WEST 
cross section of the market. Using , SS er 
such evidence, you can sharpen up YOU DO IT BEST with... results... but you will be surprised to know 
the cost per 1000 on a 12-time basis is less 


your movie so that it will be a real : 
aad é ; than $20 per page unit! : 
selling tool for your salesmen in 


the field and not a production that 
will please the sales manager alone SERVING THE LUMBER DEALERS AND BUILDERS IN THE LIGHT CONSTRUCTION MARKET OF THE WEST 


4 G } L DI NG 519 $.W. PARK AVENUE | PUBLISHED BY 
Another Reaction .. The “say it PORTLAND 5, OREGON THE TIMBERMAN 


isn’t so,” or competitive reaction 
can also be the source of significant 
evidence. It is the second reaction 
to the first reaction. For example 


if a competitor releases a statement WHY a 6) Sus 
that is obviously in answer to a SHOULD XY > | Fife COAL 











message you have delivered to the 


market, it can usually be accepted = i Is read by 


as evidence that your message hit 


—— praia "(7 MEN who BUY! 
“The vocabulary playback” also | ABOUT * * 
can provide useful evidence. If . 
letters or other communications NAME PLATES? 
show that names, descriptions i | Because, as Advertising Manager, you know 
eng — to — mn | — gp _ _ can — up your "* Coal Mining takes your 
vour a vertisin t ey shou eac- | product and ade real sa es appeal. Give your 
; d Se id ws tet the | products standout identification that ties them wen mussenge to buyers whenever coal 
cepted as valid evidence that the | into your advertising. Check into the quality is mined. Its carefully controlled circula- 
messages are getting through and of name plates produced by | tion, revised daily. guarantees you max. 
that the communications are COn- |» ype. Sear os imum advertising contact with operating 
tributing to the sales process. en : “J ; executives, masagers and supervisors 
oy Z ‘ oll i a , | | engaged in the production of bituminous 
Sometimes Snobbery Pays .. | i ” | and anthracite. 
Don’t be afraid of unfavorable re- | © ¢ “orpo | It pays to advertise in 
sponses. It is possible that half of | rrr. COAL MINING 
the people who read your messages, Z ‘il po Viniew. seetdeit:. Beemn2 
: ; ee ; . Inc., 
areedeerenee enieiaaias dislike )| | Cleveland paint manufacturer says: “We 
what the other half likes. ; have advertised exclusively to the min- 
If your product appeals to low ' re for —— hare yo ing industry in Coal Mining since 1946. 
, } ati © a0 c P| 1ograp 1ed Neta roaucts 0 : 
volume, high quality manufacturers, : Ciadlity.* ‘sith fall color exeuaples Results have been consistently good and 
then the high volume, low quality | [MII of our name and instruction plates, our sales have increased steadily .. .” 


producers must, to justify their busi- | y Send a rough sketch or blueprint A-6837 
for design suggestion and quota- 


ness philosophy, dislike iat and tion, without obligation to you. COAL SATS a Wg &: a 

it ek yo ei er | Cae Re RAIN | | case 6 oes une, eee Seman ent 

priced, that your advertising consists | 1555 N. Sheffield Ave., Chicago 22, Ill., Dept. G iene 
sntinued on page 160 | SUBSIDIARY OF DODGE MANUFACTURING CORPORATION, MISHAWAKA, IND, Serving the coal industry since 1899 
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A CASE-SHEPPERD-MANN 
_ PUBLICATION 
Specialized Leadership” 
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LECTRICITY 
ON THE FARM 


MAGAZINE 


~ OFS to a highly selective group ot 
¥ 380,000 farm families with tremendous 
buying power for the farm and farm home. 
This great circulation includes each issue 
some 20,000 Dealers trom whom these top 
level farms buy their electrical equipment; 
as well as to the County Agents and other 
experts to whom the readers turn for ad- 
vice on electrical purchases and applications 
UNIQUE! 
This publication is unique in that the 
readers are actually selected, hand-picked, 
by more than 300 Electric Utilities that 
‘subscribe to and pay for ELECTRICITY 
ON THE FARM Magazine to go to their 
most logical prospects for electrical farm 
equipment! Paid circulation by the coun- 


try’s leading utilities! 


For 27 years this magazine has been recog 
nized as the most vital influence in de 
eloping rural electrification; the only na- 
tional specialized journal of its field. Exerts 
tremendous influence; the most direct and 
economical way of cultivating the electrified 


tarm customer, your customer! 
Write for full information 


CASE-SHEPPERD-MANN 
Publishing Corporation 


24 W. 40th St., New York 18, N.Y. 
8 So. Dearborn, Chicago 3 


Also — WATER WORKS ENGINEERING, 
ABC-ABP, specializing in water supply; 
WASTES ENGINEERING, ABC-ABP, specializ- 
ing in sewage and industrial wastes; FIRE 
ENGINEERING, ABC-ABP, specializing in fire 
protection. 
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Indian Signs. . 


of gross exaggerations and that youn 
salesmen are a bunch of snobs. 
Unless you get this reaction 
neither your advertising nor your 
salesmen are doing their jobs. If you 
do get this reaction you can use it 
as evidence to support your claims 


of effectiveness. 


Tell the Same Story . . “The cata- 
log reference test” assumes a line 
of products. By using the catalog in 
informal interviews with salesmen 
it is possible to determine whether 
the salesmen and the advertising 
are telling the same product story 
to the prospect. If they are not then 
one or the other or both should be 
changed in order to attain the effec- 
tive results expected from both. 

I believe we have more evidence 
within our grasp than we take the 
trouble to gather and use. This is a 


harmful situation because it de- 
creases the very effectiveness we are 
trying to prove and is directly re- 
flected in the budgets we request 


Mr. P. to approve. 


Two Good Reasons... Such evi- 
dence should be accumulated and 
used for two very important rea- 
sons: 

1. It will permit us to do a better 
job. Just as the service man adjusts 
a carburetor or timing gear to get 
more mileage or smoother perform- 
ance, we can with such evidence, 
advertising 
components to get more for our dol- 


adjust our sales and 


lar and better coordination of sales 
efforts. 

2. It will enable Mr. Pursestrings 
to make better, more accurate budg- 
et, strategy and management deci- 
sions. 

We can all contribute to advertis- 
ing effectiveness and prove it by 
using the Indian Guide approach. 





Good Line .. Visi! 


vestungnous 


ique 


World's biggest industrial 
show draws its biggest crowd 
® cHicaGo . . The National Metal 
Exposition, world’s biggest industri- 
al show, drew 65,300 visitors to see 
its 444 exhibits. 

The show was held in the Inter- 
Amphitheatre, Chicago, 


national 


under sponsorship of the American 
Society for Metals. The sponsor says 
the show is the world’s biggest, both 
in attendance and in number of ex- 
hibitors, and that this year’s exposi- 
tion, the 36th, was the biggest ever. 

Next year’s show will be held in 
Milwaukee. 





WANT 10 SELL 


Pacific Northwest 
BUSINESSMEN? 


When you want to sell prospects 
in the Pacific Northwest — 
advertise in the paper that gives 
them the news they want... 
the Portland Daily Journal of 
Commerce. 





Complete Busi News 


For 61 years the Daily Journal 
of Commerce has built a reputa- 
tion among businessmen in Ore- 
gon, thern Washi , idaho 
and northern California as the 
one source of complete Pacific 
Northwest business news. 


Wee Ss: 





AS 
ss 


Rates are low. Send for sample 
copy — start selling this multi- 
million dollar market now. 


ius oumma whe 


Daily Jexvaal-c&Lommerce 


711 Southwest 14th Ave. 
Portland 7, Oregon 


Working Tool of 
Pacific Northwest Business 





Plan to be represented in the 
January 1955 annual review is- 
sue of 


BLAST FURNACE AND 
STEEL PLANT 


which will contain a review of 
the important developments in 
the steel industry during 1954. 


The only A.B.C. — A.B.P. paper whose 
editorial is devoted exclusively to the mak- 
ing and rolling of steel. 

BLAST FURNACE AND STEEL PLANT is 
subscribed for and read by those who pur- 
chase or recommend the equipment and 
supplies to be purchased in the steel plants 
throughout the world. 

BLAST FURNACE AND STEEL PLANT is 
edited and published by men who have a 
practical knowledge of the operating prob- 
lems and requirements of those engaged 
in the steel industry. 

All departments are covered such as: 
Blast Furnaces and Coke Ovens, Open 
Hearth, Bessemer Converters, Electric Melt- 
ing Furnaces, Rolling Mills, and miscel- 
laneous shops, Mechanical, Electrical, Roll 
Shops, Structural Shops, Power Plants, Boiler 
Houses etc. Advertising rates on request. 


Published by 


STEEL PUBLICATIONS, INC. 


4 Smithfield Street, Pittsburgh 30, Pa. 
ORE TATE EN IEE 


Howlett 


Mark K. Howlett . . former marketing man 
ager, Silicone Products 

lectric Co., Waterford 

named sales manager 
| T ~+ rte r + 
3eckman Instruments, Fuller 


ifacturer of scier 


Clyde R. Dean . 


Charles E. Brooker . . former assistant 
sales manager, B-K Dept., Pennsylvania 
Salt Mfg. Philadelphia, has been 
named sales manager of the department 


manufacturer of cleansers 


Robert P. Scott . . former acc 
Hutchins Advertising C 
een appointed 
st I 


shester, N. Y. 


Mallinckrodt Chemical Works . . S: 


maaqae ine 


their sales department: G. C. Bradshaw 


has been named _ dire I 

secrch; Walter S. Keutzer 

Mr. Bradshaw's former dut Is wes 

jivision sales manager, and Warren F. 

Michener, formerly n charg 
the 


Robert T. Kanill 
manager, Newark 


DuKane Corp. . 
formed a_ sal romot 


headed by Robert L. S 


makers tormer 


hoemaker. Vi: 
by Alfred F. Hunecke, former assistant t 
the executive vice-president. J. McWilliams 
Stone, Jr.. has become assistant th 


executive vi 


Leads the 
Field... 








1. Highest ABC Paid Circulation 


Better than 74% of WATER & SEWAGE 
WORKS subscribers are in the first 5 
ABC classifications. These are the men 
who do the buying, recommending or 
specifying of equipment and materials. 


2. Highest ABC Renewals 


High reader interest year after year is 
evidenced by the highest percentage of 
renewals (ABC) in the field-——well over 
70% during the past 9 years. 


3. More Advertising Pages 


WATER & SEWAGE WORKS carried 
more advertising than any ABC pub- 
lication in the field during 1953, and is 
considered to be the "bible" of the in- 
dustry. 


4. Editorial Excellence 

Headed by Linn H. Enslow (water and 
sewage engineer, chemist, plant op- 
erator, research engineer and inventor) 
the editorial staff of W&SW provides 
factual, practical guidance to the men 
in the field and keeps them abreast of 
all worthwhile news and developments. 


5. Consulting Engineers 
WATER & SEWAGE WORKS has the 


largest circulation among the foremost 
consulting engineers in the field. The con- 
sulting engineer is the man who serves 
many communities and is responsible for 
recommendations and specifications. 


Write for factual 24-page folder 
“A BLUEPRINT of the Market” 


WATER & SEWAGE WORKS 


185 N. Wabash Ave., Chicago 1, Wh. 


155 EAST 44ST, NEW YORK 17,.N.Y 
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DRY PHOTO-COPIES 
WITH PORTABLE 
EQUIPMENT 





The CONTOURA®-CONSTAT® is the pho- 
to-copy equipment that travels with you 
to make quick, error-free copies on the 
spot. You can copy anything — charts, 
graphs, spec sheets — even if they're 
hung on the wall or bound into a book. 


The Ludwig CONTOURA-CONSTAT is as 
easy to use as it is to carry. You don’t 
- cumergen have to be an 

. expert to get 
crisp, clear, dry 
copies. 


Ai 


729 High Street 
Deep River, Conn. 


F. G. LUDWIG, Inc. 





Rin 
] ] Dixie Contractor 
ARCHITECTURAL ISSUE 
a Published every 4th Wednesday 
beginning Jan. 1955 
Here is the Key to the Heart of a $11/r 
Billion Market in 5 Busy Southern States 
GEORGIA 
S. CAROLINA 
TENNESSEE 
FLORIDA 
ALABAMA 


$250,629,990 
$253,736,960 
$398,033,334 
. .$219,527,655 
In addition 
$762,750,000 for schools, colleges, hos- 
pitals, water, sewers, industrial develop- 
ment, private construction, dams, locks, 
power plants 


DIXIE CONTRACTOR 
P.O. Box 2120 Atlanta, Ga. 


Member ACP 
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Advertiser changes 


Benjamin F. Lynip, Jr. . . form: 


Thomas M. Riley . . tor: 


21a 


Harry Fox . . forme 


Robert L. Berra . . | 


Agency changes. . 


Wright Putnam 


vice-pres} 


William A. Wright . . forme: 
jent and director of Fuller & Smith & Ross 


Griswold-Eshleman 


has joined the 


Cleveland, as_ vice-president perations. 


Kent S. Putnam . . forme! president, 
has 
Huch H. 


Woodward & been named 


marketing Graham & 
Associates, New Britain, Conn. Mr. 

was a recent secretary-treasurer 
the National Advertisers 


jirector of tl 


ind former officer « f 
f New 


dustrial Advertising Assn 
Burlingame-Grossman . . Chicag 
handle 


Binding Corp. of the 


been named idvertising 


Plastic same 
and Chicago Aeria 


cago manutacturer 


Ed Wolff & Associates . . HKochesier 
N. Y., 


has been named to handle adver 


for the Del Appliance Div 


tors Cort f the same city 

Adkins Co. . . San Francisco, has recently 
been established at Kearny St. by 
Arthur L. Adkins. Wyckoff & Adkins, has 


been dissolved 











AMM carries 


regularly more 
metals adver- 
tising than any 
other medium! 


why? 


write for the answer today to — 








AMERICAN-METAL MARKET 


Since 1899 The Daily Newspaper of 
the Steel and Metal Industries 


18 Cliff Street (TP) New York 38, N.Y, 


INDUSTRIAL MARKETING 
IN LATIN AMERICA 
frequently requires an 

approach to textile mills 


TEXTILES PANAMERICANOS 
makes and keeps contacts for 
you with the largest buyers in 
Latin America’s largest industry. 
It lets you talk their language. 
Investigate how its leads can 
help your distributors close more 
business . . . more quickly. 





PANAMERICAN PUBLISHING COMPANY, Inc. 
570 7th AVENUE, NEW YORK 18, N.Y.. 4 





ain «cl a 





Agency changes. . 


Michael Fain Advertising . . New York 
been named ito handle advertisina 


rp Seal Adhesives, of the same city 


Willard M. Fox .. { 
k research, Reming 


f marine pr 


named dire 


a ws or Inc., New Y rk fd rk ee a“ ne ‘a | "KEY PROSPECT”’ 
Spencer Curtiss, Inc. . . Indianapolis, will | MERCHANDISIN 


Howard Swink Advertising . . Marion, O. handle advertising and public relations | l 
ee 5 : f 
} 


n 1€ 


: ba 
has been named to handle advertising for Buffalo-Springfield Roller 


Lancaster Lens Co. industrial glass field, O. manufacturer of heavy 


equipment for the construction industry. | /\ 


Ruthrauff & Ryan . . New York, has been Gilbert S. Carpenter .. forme: 


named to handle industrial and wholesale executive, Michel-Cather, New 
juct advertising for Sun Oil Co., Phil joined Franklin Fader Co., News 


idelphia. The agency now handles al as vice-president in charge 


ducts advertising for Sun Oil in the service. 


United States. 
G. M. Basford Co. . . New York, has been | WALDIE 


: dt - dl vertisin 
McCarty Co. . . Chicago, has been named ooo NGRGIS: SUV ErUsNag d 
Rahway, N. J ifac an 


: : oducts, Ine. 
handle advertising for Prater Pulver ska utc 


’0., Chicago manufacturer of feed uret of litsation equipment, ellective J | 
equipment : | 


inc. 
Advertising 


Est. 1922 


Abe Certner . . former copywriter, Com Media changes. . 
munication Products Div., Allen B. Du 
Mont Laboratories, has joined Wehner A ee 
PO rela nena : ws x Heating & Ventilating . . York, will | 
Aavertising, Newark, N. } as an indus aber je its name t A C : 221 N. La Salle St. - Chicago 
trig) « te . . 

on Se Heating & Ventilating, effective with the FRanklin 2-8422 

January issue. 

Walter Wiley Advertising . . New York 
has been named to handle advertising for _— plastics Technology . . is the ae =6PIN-POINT YOUR PUBLICITY 
American Silver Co., Flushing, N. Y new monthly publication to be published | WITH 


is 
manufacturer of thin o° Metals: ONG by Bill Brothers Publishing Co., New York hi lef BACON’S 
I starting in February. It will | lirec 
to design, development and plar per : PUBLICITY 
Robertson, Buckley & Gotsch . . Chicag tions engineers ind manaa m | = 
hav Sh penile: doihas : “CHECKER : 


have been named to handle advertising consultants in plastic indi 
Alfol Reflective Insulation, Koolshad . klin, former! with 
ee ae a Seer boos SHOWS YOU EXACTLY 
Alfol Reflective Insulation Engineering News, has been 1 ed bus x WHAT KIND OF 
] rp. shicag subsidiary ness manager of the new publication. | — PUBLICITY WILL BE 
rg-Warner Cory CONSIDERED BY 
EACH AND EVERY 
PUBLICATION 


No .nore guesswork! 
: i : ce ei i oa ae Advertising and publicity people can 
estershire Spool Div. of National Vul Se er now direct exactly the right kind of 
| hnson City, N. Y eliminating restrictions on the acceptanc material to the right publication. 
of split-run advertising by mc s You can save time and money... 
and do a more effective publicity job 
Robert J. Fierst . . former account execu . ; with Bacon’s 1955 Publicity Checker. 
tive ‘Muuedik $8 Seote 6 ae ania Richard E. Cleary’. . has been named 
ive nmnusse Vi. oeeds O. Ss JO1l C sc ; 26 2 ore 
goa : : advertising representative in the Detroit Lists 3,058 business papers, farm 
& Geller, Inc., Chicago, as a cre = é journals, and consumer magazines 
Cleveland, Pittsburgh area for American in 99 market groups —record system 
Metal Market, New York. He will be | incorporated into the book elimi- 
cated in Berea, O. nates card files—step by step data on 
Cooney & Conner . . Worcester, Mass. how to prepare and place publicity. 
Spiral Bound Fabricoid 6!/4" x 9!/2" 
: ; 256 pages. 
of Electrical Contractor, has been named Price $15.00 Sent on Approval 


editor of Design Engineers, Maclean-Hun 


Business Week . . New York 


Harris D. McKinney . . Philadelphia, has black-and-white splitrun adver 
ing Jan. 1]. This is in accordance 


been named t handle advertising for 


> director 


has been named to handle advertising William Morse loner -ciasociaté) edit 
r Graton & Knight Co., manufacturer of 


industrial leathers, of the same city. The 





igency will also handle advertising for MAIL THIS COUPON TODAY 





ter Publishing Co., Toront 
sxraton & Knight subsidiaries: Interna Stains 
nal Packings Corp., Bristol, N. H. and Norman A. Schuele, Jr. . . former East Company. 

Dixie Leather Corp., Albany, Ga. Coast representativa, Chemical Processing a aan 

Chicago, has been named eastern sales | git (hack enaia. Cl ake ey. My Compony 


Stanley B. Lindh . . former account di manager. Kenneth S. Kaull continues as BACON'S CLIPPING BUREAU 
es 343 S$. Dearborn St., Chicago 4, Illinois 














| 
sctor, Wendell C. Galloway Advertising eastern vice-president. w 
| 
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| 
| 
! 


to discovering New Sales Opportunities! 


The market-media information contained in MD&DN is your short cut to 
discovery of new industrial and trade markets into which you can expand 
marketing of your products or services. The pertinent, basic information you 
need (plus sources for obtaining additional, specific details) for judging the 
potentials of any one of 63 industrial and trade markets is available for your 
use in the new-formated, hetter-than-ever 1955 MD&DN: 


plants vides you with basic data on which 


Basic industry statistics — 


sales, location, etc. 


: try, preliminary considerations of indus- 
i rchased by the indus 
Products and services pu 


including quantities of major categories. trial and trade markets as sources 
Buying standards and factors common im the of further business for you can be 
industry. made. And remember, for added 


Sources for further detailed nore information isi sible niaa 
ses. 
on specific products or product clas ; Sabie ah aie a 
1- 

Condensed circulation and rate data on pub 


Publication presentations which often provide of which supply helpful information 
icati 


dditional market information. dient the mathete Giny verve. 
a 





Advertising Age 

Advertising Requirements 

Agricultural and Food Chemistry 

American Artisan 

American Artist Magazine 

American Automobile, The 

American Aviation 

American Builder 

American City, 

American Dyestuff Reporter 

American Engineer 

American Lumberman & Building 
Products Merchandiser 

American Machinist 

American Motel Magazine 

American Restaurant Magazine 

American Roofer & Siding Contractor . 

Analytical Chemistry 

Annual Composite Butane-Propane Cat- 
alog 

Annual Meat Packers Guide, 

Appliance Manufacturer 

Architectural Record 

ASME Mechanical 


The 


Catalog and Di- 


Automatic Control 
Automotive News 
Aviation Age Insert Between 68-69 
Aviation Week . 72, Insert Between 72-73 
Aviation Week Airport Directory ... 

72, Insert Between 72-73 


ing 
“oe Buyers’ 


Cata 
Best's “gafety 
rectory 
Better Shipping Manual 
Blast Furnace and Steel Plant 
Boxboard Containers 
Brick & Clay Record 
Building Specialties and Home 
provement Dealer 
Building Supply News 
Butane-Propane News 


Guide and Composite 
483 


& Maintenance Di- 


Ceramic Bulletin 
Ceramic Data Book 
Ceramic Industry 
Chemical & Engineering News . 
Chemical Engineering — 

Insert Between 
Chemical Engineeriny Catalog 
Chemical Engineering Progress 
Chemical Materials Catalog 
Chemical Week .. Insert Between 
Civil Engineering 
Combustion 
Commerce Magazine 
Commercial Fertilizer 
Concrete Manufacturer, 
Concrete Products 
Conover-Mast Purchasing Directory ... 
Construction .... Insert Between 
Construction Bulletin 

Insert Between 176-177 
Construction Digest Insert Between 176-177 
Construction News Monthly 

Insert Between 176-177, 182 

Constructioneer .. Insert Between 176-177 
Consulting Engineer 
Contractors and Engineers 

Insert Between 184-185 
Cotton Gin and Oil Mill Press, The .. 137 
Croplife 


123, 125 


Daily Journal of Commerce 

Dairy Industries Catalog 

Diesel Progress 

Directory of tron and Steel Plants . 402 

Directory of Steel Processing Plants . 402 

Dixie Contractor . Insert Between 176-177 

Domestic Engineering 282-283 

Domestic Engineering Catalog Direc- 
282- 


Drilling 


El Automovil Americano 
El Embotellador 

El Farmaceutico 
Electric Light and Power 
Electrical South 
Electrical West 


Factory Management and Maintenance 337 
Farm Equipment Retailing 207 
Farm Implement News 

Feeds Illustrated 

Feedstuffs 

Finish 

Fire Engineering 

Flight Operations 

Floor Covering Weekly 

Food Engineering .. 

Food Packer 

Fortnightly Telephone Engineer 


Gas . 
Glass 
Golfdom 
Golfing 


Digest 


Heating & Plumbing Equipment News 
276-277 


Heating and Ventilating 276-277 


Heating, Piping & Air Conditioning 
268-269 

Heating Ventilating Air Conditioning 
Guide 

Hosiery Industry Weekly 

Hospitals 

Hotel Monthly, The 

House & Home 


Ice Cream Review, The . 

Implement & Tractor 

Industrial & Engineering Chemistry 

Industrial Distribution 

Industrial Equipment News 

Industrial Finishing 

Industrial Heating 3rd Cover 

Industrial Laboratories 142-143 

Industrial Maintenance and Plant Gp- 

eration 

Industrial: Marketing 

Industrial Publications 

Industry and Power 

Industry and Power Publications 141, 323 

Ingenieria Internacional Construccion . 
189, 191 

Ingenieria Internacional Industria 

Inplant Food Management 

Institutions Catalog Directory 

Institutions Magazine 292-293 

Instrument and Apparatus News 

Instrument Manufacturing ... 

Instruments and Automation 

fron Age, The 

lron and Steel Engineer 


292-293 


Journal American 
sociation .. 

Journal of the American Bankers 
sociation 

Journal of the American Hospital 
sociation 


Water Works 


Law and Order 
Lubrication Engineering 


Machine and Tool Blue Book ... 390-391 
Machine and Tool Blue Book Di- 
390-391 


MacRae’s Blue Book 
Marine Catalog and Directory 


355 
<. oe 
re 
.. 145 
, 193 

149 
- a5 
.. 403 
.. 401 
. 400 


Marine Engineering 
Masonry Building 
Mass Transportation 
Materials & Mathods . 
McGraw-Hill Digest . . 
Mechanical Catalog 
Mechanical Engineering 
Mechanization 
Metal Finishing 
Metal Progress 
Metal Treating 
Michigan Contractor and Builder is 
... Insert Between 176- 177 
Mid-West Contractor 
Insert Between 176-177 
Military Engineer, The . 17 
Milk Dealer, The .... 
Milk Products Journal, 
Mill & Factory 
Mississippi Valley Contractor . 
Insert Between 176- 177 
.. 180 
376-377 
. 431 
431 
. 443 
443 
-. & 
ee 
. 409 


The 
Back Cover 


Modern 
Modern 
Modern 
Modern 
Modern 
Modern 


Highways 
Machine Shop 
Packaging 
Packzging 
Plastics 

Plastics Encyclopedia 
Modern Railroads . 

Moder. Sanitation 
Municipal Index, 


Encyclopedia 


The 


National Bottlers’ Gazette ... 


National Petroleum News .. 
National Provisioner, The 
National Roofer 
New England Construction — . 

Insert Between | 176- 177 
New England Home Equipment Dealer 284 
New South Baker .. Ae 


ae See 
. 475 
425 

. 401 


Office Appliances 
Office Appliances’ 
Oil Forum, The 

Organic Finishing 


Buyers Index 


433 
437 
. 439 
439 
, 305 
-. 49 
. 426 


Packaging Parade P 

Paint and Varnish Production 

Paper and Pulp Mill Catalogue . 

Paper Industry, The ... 

Patterson Publishing Co. 

Petroleum Engineer, The 

Petroleum Processing 

Petroleum Publishers, Inc, 

Petroleum Refiner 

Pharmacy International 

Pipe Line Industry .. 

Pit & Quarry .... , 

Pit & Quarry Handbook 

Plant Engineering ; 

Plumbing & Heating Business 

Plumbing and Heating Journal 
Insert Between 280-281 

Plumbing and Heating Wholesaler ... 
Insert Between 280-281 

Pocket ‘List of Railroad Officials, The 463 
Insert Between 

Power Engineering 

Practical Builder 

Proceedings of the 1.R.E. 

Product Design & Development 

Product Engineering ... 

Production 

Production Equipment 

Public Utilities Fortnightly 

Public Utilities Reports, Inc. 

Public Works 


Railway Age Insert Between 456-457 
Railway Equipment and Publication Co. 463 
Railway Freight Traffic 

Insert Between 456-457 
Railway Locomotives and Cars 

Insert Between 456-457 
Railway Purchases and Stores 
Railway Signaling & Communications 

Insert Between 456-457 


Railway Track and Structures 
7 Insert Between 456-457 
Raitay “Track and Structures Cyclo- 
Insert Between 456-457 
Reinhold Publishing Corporation .... 
123, 125, 127, 145, = 
Rock Products 
Rocky Mountain Construction 
Insert Between 176- 177 
Rocky Mountain Oil Directory ...... 424 
Rocky Mountain Oil Reporter 
Roofing, Siding & Building Specialties 
Manual 
Rubber Age 
Rubber Red Book 


329 
12-13 
309 
. 309 
. 405 


Safety Maintenance and Production 
Saturday Evening Post, The 
School Equipment News . 
School Executive, The . 
Screw Machine Engineering 
Sheet Metal Worker . 

Insert Beteeen 280 281 
Shipping Management 256 
Signalman’s Journal, The 464 
ee Peo ed a aers 74 
Snips Magazine ; F . 279 
Southern Advertising and Publishing 
Southern Appliances 
Southern Automotive Journal 
Southern Building Supplies 


Food Processor 
Garment Manufacture ... 
Hardware ..... 
Hospitals 
Jeweler 
Power and Industry 
Printer, The 
Southern Pulp and Paper Manufacturer 
Southern Stationer and Office Outfitter 
Southwest Builder and Contractor .... 

. Insert Between 176-177 
Steel Processing F 
Successful Farming 
Sweet's Catalog Service 91, 139, 


Southern 
Southern 
Southern 
Southern 
Southern 
Southern 
Southern 


345, 399 


Telephone Composite Catalog & Buyers’ 
Directory os 7 
Telephone Engineer and Manaiement 497 
Texas Coritractor Insert Between 176-177 
Textile Industries 10 
Textile World .. 501 
Thomas Register a. oar 
Timberman, The . 320 
Time Atlantic v« oe 
Time Canadian . 196 
Time International 
Time Latin American 
Time Pacific 
Tool Engineer, The Insert Between 384-385 
Traffic World . 2nd Cover, 255 
Transport Topics ..... 61 
Transportation Supply News 2nd Cover 


Uranium . 373, 424 
Utilization ay 361 


Vance Publications . 85, 233, 514 


Wall Street Journal, 

Wastes Engineering 

Water & Sewage Works . 

Water Works Engineering San% 

Watkins Cyclopedia of the Steel 
dustry .. 

Welding Journal, The .. 

Western Builder .. Insert Between 176-177 

Western Construction 183 

Western Farm Equipment . 210 

Western Industry 347 

Wood and Wood Products . 514 

Wood Working Digest 

Wood Working Digest Directory . 

World Oil 


The 19 
. 407 
. 410 

407 


- 515 
417, 421 
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Written and read by 
— Reprints of editorial features 
are offered here as a special 
e service to IM readers. Please 
send number and name of 
Teé > Tl I its article with exact amount in 
coins, stamps or check to: The 
Editor, Industrial Marketing, 200 
E. Illinois St., Chicago. 


gw Send for available 


of Industrial Marketing 


Sorry. we can’t handle credit 
orders under $1. We'll be happy 


feature articles \/Y% to bill you for larger sums. 


How to use charts to put over an idea fast 
for information write by Harry W. Tensen to} 1954. 4 


11 W. 42nd St., New York 36, N.Y. 

















A —_ of Loe -winning industrial advertising campaigns 


7 R240 RCA’s a control ae 
If you wish to reach the by E. T. Jones, Aug 


39 The sales engine losin aotons. if he doesn’t use ads 
coal trade use by Sumaed reed Mas . 1954. | 


Agencies break record in 1953, place 506.777 pages in business papers 
April, 1954. 40c 





Manulacturers see more sales, bigger ad budgets in 1954 


ac 
| R23 
NN January, 1954. 
"i 23 How to prepare your industrial catalog . 1953 
. fron series in I J er ece rT ° 
CHICAGO NEW YORK < thesd A Dal rom a ser the September, October, November and December, 
Manhattan Bidg. Whitehall Bidg. ‘ 
Before and after . . what have we learned from Readex? 
For over 68 years the leading by Howard G. Sawyer, December, 1953. 50c 
journal of the coal industry 
Best-read industrial ads . . photos outpull drawings 
November, 1953. 25c 


H R23) How to select media in today’s com etitiv conditions 
iow Advertisers Use Photo- Reports by Harold A. Wilt, October 1859. Ese 


Illustrated booklet describes how age 6.9% gain in 1953 for business paper ad volume 
Sickles gets pictures and reports by Angelo Venezian, August, 1953. 50c 
for Advertisers and Editors 


Send for free copy 
SICKLES 
Photo-Reporting Service 228 Sales promotion ideas 
38 Park Pl., Newark, N. J. A selection from Industria! Marketing's monthly department. 75c 
MArket 2-3956 





Which ad attracted more readers? 
A selection of Starch scored ads from Industrial Marketing's monthly teature. §1.00 


IM goes to a trade show . . and learns about exhibiting 
July, 1953. 75c 





* Use as a Premium 
* Developing Prospect List R22 You are now entering the industrial handisi 1 
> ieasbes Seinen © F 10 g ustrial merchandising era 
Better Selling 10 x by G. D. Crain, Jr., May, 1953. 25c 
What 641 leading advertisers spend in business papers 
May, 1953. 5S0c 
1. Many standard designs availa 
Sm YOET Coens Senpriat 2 How industrial advertising paid o 
2. Special order calculators manufactured for An NIAA study of 17 case TL acecteag June 1951-Dec. 1952. 50c 
any special industrial purpose 
How to know when to use manufacturers’ agents 
by Thomas A. Staudt, Oct., 1952. 50c 


Eight advertisers tell results from external publications 
See Market Data Book : by Sohn B. Mannion, July, 1952. 25c 


Page !7 for information How to live happily with your agency . . and vice versa 
on monthly competitive e by Howard Sawyer, April, 1952. 25c 


d- e * ] 91 companies report . . industrial salesmen earn average $8,000 in ‘51 
Mleiltasrs A - by Merle Kingman, Mar., 1952. 25¢ 


| BESEMAY asinliaiiand _— 
are 1 ee) Salaries of industrial ad managers rise in past 1] years. . 
Eat ER pei et leet ciah earairs it Median industrial advertiser spends $150,000 

roa henteete meetin ital ve by Bob Aitchison, Nov. and Dec., 1951. 25c 





Today’s cheap advertising dollar . . is it fact or fancy? 
ASSISTANT by Borden Putnam, Nov., 1951. 25c 


SALES MANAGER 
Today’‘s sales incomes can get out of hand . . stop them 
A fine future open by Birney Miller and B. K. Moffitt, June, 1951. 25c¢ 
with leading manufacturer A guide to better publicity 

of industrial fasteners by members of the Industrial Publicity Association, New York. 75c 
A real opportunity for a man 35 to 
40 who: (1) is experienced in sales How to advertise to business men 
operations through industrial supply by Howard G. Sawyer. Selected from a 1949-1950 series of articles. 75c 
outlets; (2) is an able sales correspond- 
ent; (3) is free to travel out of New R How to measure results of industrial advertising 
York headquarters; (4) has working by William A. Marsteller, May, 1949. 25c¢ 
knowledge of implementing market sur- 
veys. Technical background in metal- F We went to four-color inserts on a cut budget 
working industry desirable. Salary open. by Clifford Stubbs, June, 1948. 25c. 
Write fully about your background; en- 
close photo. Replies confidential. Inter- may’ can I find what type to use? 
view in New York, expenses paid. y A. Raymond Hopper, April. 1948. 25c 
Address Box 505, Industrial Marketing 
200 E. Illinois St. Chicago 11, Il. Market research combats high distribution costs 

by Richard D. Crisp, Feb., 1948. 25c¢ 
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*Advertiser’s Research Service ... 166 
*Air Conditioning Heating and 
Ventilating 
*American Artisan 
*American Ceramic Society 
*American City, The 64, 150-151 
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Engineers 
American Institute of Mining and 
Metallurgical Engineers 
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*American Machinist 
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“American Society of Civil Engi- 
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*Civil Engineering 
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Eastman Kodak Co. ........ 106-107 


*For detailed re 
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Electrical Engineering 
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Engineering & Mining Journal 
oe 2nd Cover 


26-27 
84-85 


*Food Engineering 
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*Gardner Publications a 
*Gas . 6 
General Exhibits & Displays, Inc. 77 
*Gulf Publishing Co. . . 9, 53, 149 


“Haywood Publishing Co. 
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ae. 52 an 13 


*Industrial Equipment News .... 41 
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*Industrial Marketing . 
*Industrial Press, The .. aaa 
*Industry and Power 34-35 
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*Ingenieria Internacional Industria 158 
*Institute of Radio Engineers, 
Inc., The : . 147 
*Iron & Steel Engineer 155 
Ivel Corporation 155 


*Jenkins Publications, Inc. ... 61, 158 
*Johnson, Inc., Franklin H. . 29 
Journal of Metals 153 
Journal of the American Con- 
crete Institute ....... .. 46 


*Keeney Publishing Co. .. re I 
Kleen-Stik Products, Inc. .. ae 


Ludwig, Inc. F. G 


*Machinery 
*MacRae’s Blue Book sie 
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*Marine Engineering 
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Inc. 
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*Materials & Methods . 
*McGraw-Hill Digest : 
*McGraw-Hill International Corp. 
24, 152, 158 
*McGraw-Hill Publishing Co., 
Inc. 2nd Cover, 6-7, 14-15, 26-27, 37, 
42-43, 78-81, 90-91, Insert Between 
96-97, 98-99, 111, 119, 137 
*Mechanical Engineering 
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*Metal Progress 2 . 94-95 
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KEY to this 


See Section, ‘‘The Key 
To The Only $40 
BILLION MARKET”, 
Page 177, 1955 Mar- 
ket Data Book. (June 25, 1954) 


To Unlock Its Treasure Chest, Use 
CONSTRUCTION NEWS MONTHLY! 


Construction is actually booming 
in this section (Okla., 54 counties 
in E. Mo., Ark., 39 counties in W. 
Tenn., Miss., & La.). The EASIEST, 
QUICKEST and MOST INEX- 
PENSIVE way to cask in is direct 
through this publication. 

You reach the 7,050 Key construc- 
tion folks who are doiug the job! 
They not only read this localized 
NEWS-trade magazine of what's 
doing in their field but live by it 
with its BIDS WANTED, etc.— 
the lifeblood of the industry! 

@ Send for BASIC FACTS, DATA FILE 
explaining the concentrated circulation 
and eager readership of this 20-year- 


old NEWS-trade magazine. Or ask your 
Advertising Agency. 


Construction 
News Monthly 


Box 2421, LITTLE ROCK, ARKANSAS 














Telephone Market 


lf you desire to secure the utmost in 
sales returns from the multi-billion dol- 
lar telephone industry your Number 1 


BUYERS’ 
re 


Telephone Engineer and Management's 
1955 COMPOSITE CATALOG & BUYERS’ 
DIRECTORY. 20th Edition 


DIRECTORY selection should 


The $13 Billion Telephone Industry includ- 
ing more than 5,000 Independently owned 
telephone companies operating over 12,000 
exchanges in addition to the Bell System will 
spend approximately $1'/4 Billion annually 
during the next three years according to 
recent estimates. 


Would you like to have a_ current 
(1954) directory (FREE) listing more 
than 650 items ranging alphabetically 
from acetylene torches, adding machines 
and augurs through typewriters, wires 
and wrenches used in and around a tele- 
phone exchange? 


Write or Phone 


TELEPHONE ENGINEER 


Publishing Corporation 
Telephone ROgers Park 4-3040 
7720 Sheridan Road, Chicago 26, Illinois 


Which ad 
attracted 
more readers? 


® THE AD for Pittsburgh Steel Co., 
using color as an intrinsic part of 
the product, attracted more read- 
ers. 

A study of two-color ads shows 
that color used in this way usually 
attracts more readers. The study 
showed that 45°7 of the 102 highest 


High Readership Group 


Seen- 


Noted 


Assoc. 


Below is 
the answer 
to the problem 


on page 130 


read ads in one issue of Steel used 
color intrinsically. Of the 102 lowest 
read ads, 24° used color intrinsi- 


cally. 


Among ferrous metals ads, the 
average readership for good and 
poor readership ads was: 

Low Readership Group 
Seen- Read 
Assoc. Most 


Read 
Most Noted 





Scores of the two ads on page 
130, as reported by Daniel Starch & 
Staff, Mamaroneck, N. Y.: 


Pittsburgh 


Seen- 


Noted 


Assoc. 


4% 9 


Republic 
Read Seen- Read 
Most Noted Assoc. Most 














rN} Noted denotes the percentage of 
readers who, when interviewed, said they 
remembered seen an ad—whether 


or not they associated the i with the 


LSI Seen-Associated denotes the per 
cent of readers who said they remembered 
he ad and associated it with the 


juct or advertiser. 


2) Read Most denotes the per cent of 


ho read 50% or more of the 


Cost Ratio tells the r 





AMA film tells how to bring 
automation into the office 


S NEW YORK The American 
Management Association has issued 
a film to help companies bring auto- 


mation to their offices. 

The hour-long movie is entitled 
“Integrating the Office for Elec- 
tronics.” It tells how the various 


automatic office machines can be 
given a “common language” so that 
they can process information faster 
and thus give management data it 
needs to make fast decisions cor- 
rectly. 

The film is a kinescope of a closed 
circuit television presentation at a 
special AMA conference on integrat- 
ing the office electronically. 





aducrtinre 


FORGING 
puants 


WERAGE ——-gT ee 
= 4 G 


and more manufacturers selling these markets 
use I. H. than any other publication! 


Reach over 17,000 Operating Officials and Executives, Plant 
Superintendents and Shop Foremen, Production Managers, 
Plant Engineers, Metallurgists, Chemists, Combustion and Fuel 
Engineers, Heating Specialists and Heat Treaters through I. H. 
Industrial heating, as a market, is now in a period where 
industry is reappraising all manufacturing operations that 
involve the use of heat, with a view of immediate and exten- 
sive replacement by modern equipment... and I. H. reaches 
every man concerned with industrial heating operations . 
100° coverage, regardless of classification. 

I. H. Produces Results . . . Because I. H. is the only publication 
editorially specializing in all the industrial heating processes 
and equipment needed in the manufacture, finishing, process- 
ing and heat treatment of metals and other products, adver- 
tisers have found that I. H. can and does move large and 
small equipment, accessories, materials and supplies 
economica,'y in all classifications. 

On the right is a partial list of the products I. H. has success- 
fully sold. Write today for specific recommendations on how 
to sell your products most effectively through I. H. 





If you make these products 
sell them through 
INDUSTRIAL HEATING 


Industrial Furnaces of all kinds . . Heat 
Treating Furnaces .. . Forging Furnaces 
Melting Furnaces .... Draw Furnaces 
Billet Heating Furnaces . . . Normalizing 
Furnaces .... . Galvanizing Furnaces 
Soaking Pits .... Annealing Furnaces 
Open Hearth Furnaces and Accessories 
Recuperators . . . . Galvanizing Kettles 
Rod Bakers . Dryers . Industrial Ovens 
Air Heaters . Dust Collectors . Ventilating 
Equipment ... Spray Booths... Kilns 
Induction Heating . Burners . Pyrometers 
Industrial Thermometers 
Gauges and Meters Controllers 
Thermocouples . . . . Heat Exchangers 
Heat- and Corrosion-Resistant Alloys 
Retorts . Handling Devices . Conveyors 
Blast Gates . . Refractories . . Insulation 
Insulating Refractories 
Exhausters . . . Blowers . . . Boosters 
Carburizing Boxes ..... Melting Pots 
Salt Baths Immersion Heaters 
Quenching Machines . . . . Quenching 
Compounds . Heat Treating Compounds 
Fuels .... Fuel Pumps... . Strainers 





INDUSTRIAL HEATING 


1400 UNION TRUST BLDG., PITTSBURGH 19, PA, 








1. A need plus an ‘‘ad” prompts... 


5. Produces 422% more orders! 


4. The salesman’s call which... 


9 steps to a 422% sales increase 


Here’s a simple demonstration of how advertising and promotion, when fully 
integrated with sales, can multiply your sales chances by 422%. 

In 100 cold calls, a salesman selling to the industrial market can expect only 
9 orders . . . but he can expect 38 orders in 100 calls on prospects who have 
received and studied his company’s sales literature. (Figures from national 
survey by Sales Executives Club of New York.) 

Sales leads from your advertising, followed up, can thus make your chances 
of getting the order four times as good. 

Now here’s where Aviation Age fits into the picture. Aviation Age consist- 
ently develops more inquiries for its advertisers than all other aviation 
magazines combined! Average number—7,500 inquiries per month. 

That’s why more and more advertisers are turning to Aviation Age. It 
produces results! 


The magazine of 
Aviation’s Technical Management 





A CONOVER-MAST PUBLICATION 


rN’ P| 205 EAST 42ND STREET 


NEW YORK 17, N. Y 











